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FRONT OF THE COUNTER, 


this display does one of the 
toughest jobs in merchandising 
—gets an even break for a whole 
Jamily of products—gets every 
item out front... the best- 
known helping the least known, 
each selling the other by this 
arresting group display. 
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WHICH WAY YOU LOOK ATI 


This merchandiser is doing a job for 


fohnrons fom tow 
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BEHIND THE COUNTER 


it gives the dealer a complete 
handy baby department. A 
items are kept displayed on th 
front, therefore all are stocke 
in the back... Thus Johnson § 
Johnson’s problem was mef 
What’s yours? Our merchant 
dising Specialties Division 
working with the country’s fing 
est designers and with access (( 
ourown Marketing Departmen|, 
is tackling and solving many 0 
today’s toughest display jobs 
We can build one to meet thé 
needs of your product, your ™ 





















HERE’S HOW! » » » Cheerio! (English)... A Votre Santé! (French) . . . Saluti! (Italian) . . . 
Gesundheit! (German) .. . Hoot Mon! (Scotch) ... Slanta Mah! (Irish) .. . Skol! (Viking) ... On 
Czdoroze! (Russian) . . . Nee Hong Gin! (Chinese) . . . Oogy Wawa! (Zulu) » » » Here’s How! 


(in any language) to seal your packages securely, conveniently and economically: ’’ Use Phoenix Metal Caps.” 


PRE U ERER METAL CRP CE. 


2444 W. StRTEERTR SF., CHICAGO 3 3720 FOURTEENTH AVE., BROOKLYN 
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NEXT MONTH 


Can paint packages assist in making them- 
selves seen, wanted and bought? The 
Lowe Brothers Co., Dayton, Ohio, be- 
lieve they can and show in next month’s 
feature article how each paint package 
can be made a salesman in its own behalf. 
The jolly Santa Claus on the cover this 
be is the keynote of the advertising 
and merchandising this Christmas by 
Stephen F. Whitman & Son, Inc., makers 
of Whitman’s chocolates and confections. 
This display was made by American 
Lithographic Division of the United 
States Printing & Lithograph Company, 
on order from F. Wallis Armstrong Com- 
pany, advertising agents for Whitman’s. 
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A.C.M. Clay Coated board makes Jumbo 


Replicas of your product stand-out! 





The unequaled brilliance, the ability to reproduce color vividly, 
the sturdy wearing qualities, make A.C.M. Clay Coated folding 
box board the preference of window display experts for JUMBO 
Replicas of cartons and containers. 


JUMBO displays should play an important part in any adver- 
tising and merchandising campaign. Write or telephone our 
nearest office and an A.C.M. representative will call to show you 
why A.C.M. Clay Coated folding box board will produce 
JUMBOS that sell. 


| AMERICAN COATING MILLS, INC. 


MAIN OFFICE - ELKHART, INDIANA 
NEW YORK : 22 East 40th Street Wrigley Building - CHICAGO 





“GOODBYE, SON, TAKE CARE OF YOURSELF'!”... 


Every bit of knowledge and skill you possess is wrapped 
up in that package trudging so bravely into a cold world. 


MODERN PACKAGING 


It was right when it left your door, but will it be right 
on the table of its consumer? On that answer hangs 
your reputation. 


So “trivial” a thing as a piece of paper can often decide 
between success or failure. 


Here at KVP we specialize in food protection papers. 
We are helping many concerns protect their products 
and their profits. We might help you. 











KALAMAZOO VEGETABLE PARCHMENT CoO. 
PARCHMENT (KALAMAZOO COUNTY) MICHIGAN 
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Just one bit of evidence of the close attention 
to detail so rigidly maintained by Pneumatic De- 
sign Engineers. This close-up photograph shows 
the paper feed on an Automatic Lining Machine. 
Lining paper, fed from a roll, is cut off in accurate 
lengths and each cut-off sheet is firmly guided 
and positively fed to a position directly under- 
neath the forming plunger. With the assistance 
of ingeniously timed folding plates this plunger, 
in one stroke, forms and seals the complete liner 
and inserts it carefully in the bottom sealed car- 
ton. Ask Pneumatic to tell you of the many other 
advantages of a modern Pneumatic Liner. 





PNEUMATIC SCALE CORPORATION, LTP 71 Newport Ave., Quincy, Mass. (Norfolk Downs Station) 


New York; Chicago; San Francisco; Los Angeles; Melbourne; Victoria; Sydney; Wellington; Le Bourget; Buenos Aires 


@PNEUMATIC SCAE 


x *«© * Packaging Machinery « * * 








--and a better 


With a Pneumatic Liner you can make your own 
carton liners of practically any material you want, 
e.g., self-sealing waxed sulphite, waxed-one-side 


glassine, parchment, bond, or paperbacked foil, at 


a cost that is surprisingly low. 


Lined cartons are now being used for such products 
as cornflakes,confectioners sugar, tea, coffee, cooked 
cereals, prunes, and crackers, to mention only a few. 
Ask us to tell you how a liner can make your package 


many times more effective. There’s no obligation. 
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lining is made 


This Automatic Lining Machine makes it 
practical for nearly every manufacturer of 
packaged products to improve his package 


greatly with minimum additional cost. 
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SCREW CAPS 


The improved thread 


assures a positive seal 





Rec ULARLY each day the “Limited” flashes by. It is the 


railroad’s symbol of service ...a daily demonstration of its ability 





to transport passengers and merchandise with speed and depend- 
ability. 

Every order that goes through the CCS Plant cannot be a 
“special.” But at CCS there is a great organization waiting to 
speed your order through. There are the same traditional ideals 
of speed and dependability, the same pride in maintaining a repu- 
tation for prompt, reliable service. 

Whether your requirements are large or small, depend on CCS 
for closures. You get the finest that can be made . .. and vou get 


them when you need them. 


CROWN CORK AND SEAL COMPANY e BALTIMORE, MD. 






WORLD'S LARGEST MAKERS OF CLOSURES 
FOR GLASS CONTAINERS 
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Theres all§ Branch near You 














THE S&S CONVEYOR 
NET WEIGHT SCALE 


FOR fast and accurate net weighing without 
breakage the S & S Conveyor Net Weight 


Scale is a great innovation. It rapidly and 
accurately weighs and fills crackers, can- 


dies, nuts, short macaroni and many similar 
materials. Two models are now available. 
Write for a copy of the folder “Something 
New in Filling Machinery” which describes 
these fillers in detail. 


STOK E(XSSyMITH © 


PACKAGING MACHINERY PAPER BOX MACHINERY 
Frankford, Philadelphia, U. S. A. 
British Office: 23, Goswell Road, London, E. C. 1 

















THE “HEALTH” OF YOUR SHIPPING CASES| 
MAY ental ON liad STITCHING wens 











REG. U. S. PAT OFF. 


RESISTS RUST 





@ Rust is a killer of “quality” in shipping 
cases and inside cartons. Acme Silverstitch 
has a heavily galvanized finish that helps 
to give protection against blemishing effects 


of corrosion. 


That's only one advantage of this popular 
stitching wire. Acme Silverstitch helps 
cut production time and costs because it is 


unvaryingly perfect in width, temper, thick- 


ACME STEEL COMPANY 


GENERAL OFFICES: 2843 Archer Avenue, Chicago, Illinois 


Branches and Sales Offices in Principal Cities 


STITCHING WIRE GIVES STRONGEST, SUREST JOINTS 


IN CORRUGATED AND SOLID FIBRE BOXES 


MODERN PACKAGING 


ness. And it's available in big one-piece 


ten-pound coils that mean less stops. 


Perfect temper also means staples that 
clinch like bulldogs, and stay clinched for 
the life of the container— whether in cor- 


rugated or solid fibre. 


Because the “health” of their shipping cases 
is vitally important, the majority of shippers 


use Acme Silverstitch. 


At our expense, we'll send you 
a 5-lb. test coil if you'll try it 
out. Be sure to state size used. 








LABELS CREATED BY SCHMIDT 


« STURGEON BAY 
HERRIES ; 





— 


This label for Reynolds Sturgeon 
Bay Cherries, packed by The 
Reynolds Preserving Co., Stur- 
geon Bay, Wis., was created and 
produced by Theo. A. Schmidt 


Lithographing Division of “US”. 
Many have been the favorable 
comments on it by both jobbers 
and dealers. 














NATIONAL CAN COMPANY .- Inc. 


One of America’s Largest Canmakers 
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Packaging that Invites 
“REFILL” PURCHASES... 


T is good merchandising to com- 
bine several products into one 





compact set in order to increase 
the unit of sale. But it is even better, 
to make this group-container so 
attractive that the purchaser will 
adopt it as a permanent accessory. 
By this means, steady “refill” trade 
is practically assured. 







Two excellent examples of such 
farsighted merchandising are pic- 
tured. The lustrous Bakelite Molded 
containers have an unmistakeable 
“look” of quality that wins them a 
prominent place on any user’s dress- 







ing table. Their attractive design, 





in two contrasting colors, and their 





practical durability, insure long use 





by the purchaser. 
Bakelite Molded packages may 


be obtained in many standard types 






























and sizes, with wide color selection; 
or may be produced, economically, 
in special sizes or shapes and 
numerous color combinations. In 
addition to group-packaging advan- 
tages, they offer special benefits 
for many other purposes, such as 
jewelry cases and dual-use con- 
tainers for gift items. 

We urge you to investigate the 
full wastilinies of Bake lite | Molded 
packaging as an aid in merchandis- 
ing. Write for booklet 8C, “Restyl- 
ing the Container to Increase Sales.” 
Further information and coopera- 
tion are available on request. 


Illustraiions show” Lady Lillian” Manicure 
Sets packaged in Bakelite Molded boxes. 
“Dropside” package, in black and green 
— “Oval” package, in black and red. 
Molded by Auburn Button Works, Ine. 


BAKELITE CORPORATION, 247 PARA AVERTUVE., NEW YORK, N.Y. 
BAKELITE CORPORATION OF CANADA, LIMITED. 163 Dufferin Street, Toronto, Ontario, Canada 
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With every business index pointing upward and every prospect of seller's market, 1937 should be a very happy year for 
many packagers.... 


But increasing prosperity won't make your competitive problems any easier. New products are springing into the market 


daily ... demanding their share of sales and attention. Old products are appearing in new dress to meet—and at the same 
time, create—this competition. 


Your product can seek no better means of achieving added display value, attention-demanding power and over-the- 
counter sales appeal than the proven selling ability of Ribbonette. 


Let us prove the point on your own package. Send us your present package and we will return it to you tied with appro- 
priate patterns. Or, write us for tying lengths of the patterns shown above. 


RIBBONETTE DIVISIC 


CHICAGO PRINTED STRING CO. 


2319 LOGAN BLVD., CHICAGO, ILL. 55 W. 42nd ST.. NEW YORK 
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MADE AT RIDGEFIELD, N. J. BY LOWE PAPER COMPANY 


RIDGELO—‘‘THE BEST KNOWN NAME IN BOXBOARD’’ 


Representatives: W. P. Bennett & Son, Toronto ° E. C Collins, Baltimore ° MacSim Bar Pape Co Chieago 
A. E. Kellogg, St. Louis . Pacific Coast Distributors: Blake, Moffitt & Towne “ Zellerbach Paper Co 
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The complete storv of how this was successtully accomplished 
is one that has elicited widespre ad interest. [tis a story that involv: 


many new problems in) modern pack Cig 
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First, it was necessary to combine the advantages of a tight wrap 






with those of a waxed wrap, leaving the back bone-dry fos pr rlect 
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Address inquiries on 
Packaging Problems 


to Container Division 


Ma GUMMED 
AND COATED PAPER CO., NASHUA, N.H. 












AVG 














ae ||| THE VERY CRACKER FOR EVERY PURPOSE Hi 


” ig 
“a Ls WY 
Pe 7 
Y » 
* . Ly 
x % he * 
ey ey, » 
# 

™ 

? 
































SULLIWINIVYY 
Weston) 
eRACKERETIES 





YAVM JdVNVO ALNIVO GHL 


‘ rr Be SF , of 
x 4 & aS ~ % f bo > hs ‘ 
F Cake i: 7 : s re oe j % sci to ag, 
PF. pinata, 3 . s ow : say : — 
Fo: a ~ 3 2 s on R 
vy. sR , a aS le, soe a 
ey : - - ~ : 
is bie 2 tas ¥ asthe wa * a 
eS an es, ee i : 
stY7 Beg re * v~.. = — e m3 
S77 . a os ym Si ~ {\¥ SOR 1 8 a 
= ry, 4 a = Pe ol ” -~ i % 
iz, 4 ~~ ~ «o. » ad 
: t , . ele eet va , a - { 
S al, ‘e — “ . Be 

= f; > ~ ¥. gli OR acres ~_~= Pe ee ¢ b 

x Aas . Crk eae é » a 

< A= —_ Fe aa » f 

5 = 4 ‘ ee c sede tae ’ a 

B : . 5S . ns ; 
- = oy) - iat 
- ~ r « i ¥ 
~ a “ = f . 
As i " » , x S 
— py - fa a>! S FS _ 


mem tt Am te ae aee & 4 



















WESTON 





OPEN OTHER END 




















MEALTIME 
AWILAVId 
¥O4 





























TE THE VERY CRACKER FOR EVERY PURPOSE 

















arly reproduced. 
- Upiyort with you. 


Zi 
HARMONIZED COLORS 


THE HEEKIN CAN sated S Cincinna me 





DECEMBER 1936 











CONSIDERABLE depends on the selection of the proper 
closure for your products. The primary considera- 
tion, of course, is to protect all of the original qual- 
ity, flavor, strength or other beneficial values in 
these products, to deliver them to the consumer in 
perfect condition. The right type of cap will do that 
adequately and permanently regardless of how long 
the interval between packaging and delivery; and in 
spite of any conditions of temperature, humidity, 
rough handling or other hazards the packages may 
encounter on the way. 

Here are some of the factors that make selection 
of a closure a matter of deliberate and careful judg- 
ment. Some products are packed cold; others hot. 
Some require a vacuum seal and some others an air- 
tight, leak-proof seal. Some may require a cover cap 
while others must be sterilized or processed. In some 


cases the cost of container and closure is all impor- 


Cows BIC AO 





tant. In any case the cap selected must be easy and 
economical to apply on the average run of glassware, 
adaptable to your particular production routines 
and requirements. Further, it must satisfy on the 
grounds of appearance . . . help to round out an 
attractive, eye-appealing package. It must be simple 
for the consumer to remove and in certain circum- 
stances provide a convenient and efficient reseal. 

The many functions required of a closure explain 
why Anchor has developed such a variety of differ- 
ent types and styles . . . by far the most extensive 
line of caps in the world. It is this complete selec- 
tion that assures you of the certainty of finding 
among the Anchor collection of caps one which will 
perfectly and completely satisfy all your sealing re- 
quirements. ANCHOR CAP & CLOSURE CORPORATION, 
Long Island City, New York; Toronto, Canada. 


Branch offices in all principal cities. 
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THEY STAND THE Limelight 


Put these two Salem containers in the spotlight —examine them minutely or from afar— 
they'll win the blue ribbon on all counts. What is true of these two containers is true of 
other Salem styles—they are well made, of brilliant, sparkling glass, accurate in capacity 
and finish, tough and resistant, and moreover nicely styled as to shapes, lines and propor- 
tions. If you will let us know your needs and desires, we will be glad to submit appropriate 
samples. SALEM GLAss Works, Salem, New Jersey. Associated with CApsTAN GLAss Com- 


PANY, Connellsville, Pennsylvania. Branch offices in all principal cities. 
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THE BLIND MEN AND THE GIANT BOOK 


(a fable—with apologies to Aesop) 


Five blind men came upon a giant book one day @ They didn’t know what it was @ One took a heft of its eight 
pounds @ ‘Tis verily a cyclopaedia . . . | know it by the weight’ @ Another thumbed through its many inserts, 
“Nay, it’s a packaging production man and engineer's handbook,” he ruled @ Still another, feeling the many 
embossed surfaces said, ‘'On the contrary, friends, it’s a Fancy Paper and Label-Manufacturers presentation’’® 
The fourth stumbled upon a group of tipped-in cartons and delivered the final word, “All wrong, brothers, it’s 


a carton-man’s swatch book’ @ 
* * * * 


The fifth, being smarter than the rest, felt of the embossed leather cover and said, ‘’You are all right and all wrong. 

It is the new, 1937 edition of the Packaging Catalog and my brother, who can see, tells me that it contains more 

pages, more articles, more data, more directory, more advertising, more samples, more of everything pertaining to 

packaging than even its great predecessors. lHe also tells me that it will be out within a month and that it is 

eo only to Modern Packaging subscribers and costs them only a dollar a copy. Pity it’s not printed in 
raille. 


p S The gentlemen is right. Rush your dollar and your order, if you are a 
* =» subscriber to Modern Packaging. If not... use the card in this issue 
and send an extra dollar. We'll know what it’s for. 


VAD PEN SN BREAN SI PANG HONIG: 


425 FOURTH AVENUE - NEW YORK CITY 
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THE TONGUE-TEST 


wasnt true enough 


ToucHING tongue to paper used to determine paperboard’s resistance to 
water absorption. But, for the scientifically accurate measurements de- 
manded by Container Corporation of America, this ancient test was not 
enough. To get accurate, dependable absorption data, Concora paper chem- 
ists developed special laboratory tests that permit the setting up—and 
meeting —of exact standards. 

All Concora shipping cases and folding cartons have this scientific back- 
ground—in the making of the paperboard as well as in the constructing 
and testing of the finished package. Our representative can explain the 
whole procedure to you—and show you how it will help solve your pack- 


aging problems. Better yet, why not visit a Concora laboratory? 


Clears up the subject of 
Corrugated Containers 


Send This Coupon for Free Booklet 
That Will Help You in Your Buying. 


2 


C-1 


Container Corporation of America 








Gentlemen: Please send me a copy of 


111 W. Washington St., Chicago, IIl. 
“The Corrugated Shipping Case.”’ 


Company 
Address_— 


Name. 
Position 


CONTAINER CORPORATION OF AMERICA 


GENERAL OFFICES: 111 WEST WASHINGTON STREET, 


CHICAGO, ILLINOIS 


MILLS, FACTORIES AND SALES OFFICES AT STRATEGIC LOCATIONS 
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More and more manufacturers are turning to 


SUN’S UNITAINERS 


REG. U S. PAT. OFF. 


The Hermetically-Sealed, Individual Container 





| 
' 


UN UNITAINERS are the container news of 
® 11. decade! They fulfill the manufactu- 
rer’s need for a package that holds an in- 
dividual and measured dose. For liquids, ef- 
fervescent salts, foods and a variety of similar 
products, no other container can match 
Unitainer’s advantages to manufacturer and 
consumer both, They are equally well-suited 
to merchandising, sampling or detailing. 


PROTECTION—Unitainers protect their con- 


2 BB 
CHICAGO, ILL. 


Harry Holland & Son, Inc. 
400 W. Madison St. 


TUBE CORPORATION - 


DETROIT, MICH. 
Harry Holland & Son, Inc. 
1941 W. Fort St. 


tents against leakage and changes due to 
atmospheric conditions. Their flexibility elim- 
inates breakage. They're non-refillable. 
Neither buyer nor seller has to worry about 
substitution or dilution. 

CONVENIENCE— Unitainers are convenient. 
No opener is necessary, And Unitainers hold 
a measured amount— exactly the amount 
needed. Goodbye guesswork! Welcome good 
will and repeat sales! Unitainers promote the 


CINCINNATI, OHIO 
R. B. Busch 
COLON Yom ©) bles st-te) Bldg. 


ST. PAUL, MINN. 
Alexander Seymour 


1745 University Ave. 


sale of products because they are more at- 
tractive to the eye. 

ECONOMY— The cost of Unitainers is amaz- 
ingly low and there’s nothing extra— no 
closures, no labels to buy. Standard filling 
and closing machines are available in various 
capacities to meet any production requite- 
ments. Put Unitainers to work for your prod- 
uct and your profits today. Representatives 
are listed below. Call the nearest. 





HILLSIDE, N. J. 


- LOS ANGELES, CALIE, 
R.G. F. Byington 
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Scoring more Goals 


The game of sampling and packaging is never-ending. 
On and on, to bigger and more profitable victories, 
speed the nation’s packaging leaders — gaining new 
territory and new consumers through the use of 
Kimble Glass Vials. 

Every day you meet these packaging successes 
face to face— perfumes, proprietaries, chemicals, drugs, 
foods, candies —colorfully and scientifically protected 
by Kimble Glass Vials—and they’re “going places” 
with amazing strides. 

Kimble Vials—- with their perfect transparency, their 
vest-pocket and handbag convenience, and their unlim- 
ited adaptation to unusual closures—are today’s choice 
of those who set the pace in sampling and packaging. 

Don’t gamble with popularity and sales. Be sure! Pack- 
age and sample in Kimble Vials, and increased profits 
will come automatically. CONSULT KIMBLE FIRST! 


KIMBLE GLASS COMPANY... VINELAND, N. J. 


NEW YORK+CHICAGO+ PHILADELPHIA+DETROIT* BOSTON 
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A Chambon can-label producing press 
which prints, cuts to size, and delivers 
the labels in counted stacks at the rate 
of 100,000 per hour. 


UNDERLYING THE DESIGN OF CHAMBON AND CHAMPILAIN printing presses is the 


production line principle. Separate, self-contained printing and production units, mounted 


in a horizontal line, perform each printing and fabrication operation successively. The 
web of paper or board travels through the press and emerges as a completely printed 
and fabricated piece, ready to use in subsequent packaging operations. With CHAMBON 
and CHAMPLAIN printing presses, leading manufacturers using large quantities of high 
quality multicolor printing are effecting substantial savings over previous costs. If you 
use package printing in million quantities you are invited to submit your problem for 


analysis. Write to CHAMBON CORPORATION, Outwater Lane, Garfield, New Jersey. 


CHAMBON 


CHAM PLAIN 


ROTARY PRINTING PRESSES 
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Show the gentlemen (and ladies too) your product 
attractively packaged in B&P TRANSPARENT 
CELLULOSE WINDOW CARTONS. You'll find them 
particularly interested in merchandise that can be 
‘seen but not soiled’”’... That’s exactly the manner 
in which these smartiy constructed cartons present 
your product. A glistening, transparent cellulose 
window clearly displays it...and folding-box-board 
keeps it well protected, just as it left your plant. 


rooks&por 


: 04 HUDSON STREET, 








HABERDASHERY in 
- TRANSPARENT : 
WINDOW CARTONS | 





ter: 


NEW YORK 








The B&P Organization, with a 
skilled designing staff and 
capacity production facilities, 
stands ready to serve you. Call 
WaAlker 5-9494 or mail the coupon. 








BROOKS & PORTER, Inc. 
304 Hudson Street 
New York, N, Y. 
Please tell us how we can best apply 
window cartons to our product. 


C] Samplesof NAME 
our product 
are being 
mailed under ADDRESS 
separate 
cover 









Who ever heard of a man selling him- 
self a subscription? Ridiculous, 
absurd, impossible-—yet none-the-less 
completely and repeatedly TRUE! 












For most of the people who read this 
magazine have never been met by a 
salesman or approached by the printed 
word. Theysaw... they liked... 
they conquered their inhibitions and, 
of their own accord, mailed in their 
subscriptions. And all because they 
realized that only through Modern 
Packaging could they keep up with 
the rapidly changing facets of the 
packaging picture . . . the new mate- 
rials, methods and machines that make 
today’s packages superior and less 
costly than yesterday’s. 
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They gladly paid the five dollar a year 
rate for this, the only publication that 






can assure them knowledge vital to 
the packaging end of their businesses. 
They sent themselves to college... 


via the U.S. Mails. 

















Of course, many a better business 
man, with a business man’s eye for 
a saving, took the two year course 


(Tuition $8.00—Saving $2.00). 












Either way, it’s a good idea to give 
yourself this New Year's present. . . 
‘i ‘i 

send yourself through college’... 
in short, subscribe now, to 
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But, there is one way... proven in hundreds of plants 
...oOf making all the UPS improvements in package 
quality and packaging speed . . . all the DOWNS, cuts in 
costs. That way is to install Peters Carton Forming, 
Lining, Folding and Closing equipment . .. a tandem of 
machines .. . in JUNIOR and SENIOR models .. . that 


can save you time and money, just as they have for 






HUUUVUUUUAUUUEUU AULA 
YOU'VE HEARD SO MUCH OF 


yP° AND “OWN 


IN THE BUSINESS CYCLE.... 





@ SENIOR FORMING AND LINING MACHINE 


EQUIPPED WITH AUTOMATIC CARTON 
AND LINER FEEDING DEVICE. PRODUCTION 


—55-60 CARTONS PER MIN. OPERATORS 
—NONE. 


so many others. Today’s models, embodying many @@ 


mechanical improvements, are the most efficient machines 
for the purpose ever made. They'll pay back their cost 
in short order . . . even when used only a few hours a day. 
Challenge us to prove our point . . . in terms of your own 


problems. Write— 





e JUNIOR FORMING AND LINING MACHINE 


ODUCTION—35-40 CARTONS PER MIN. 


PR 
OPE 


RATORS—ONE. 


PETERS MACHINERY COMPANY 


General Office and Factory 4700 RAVENSWOOD AVE. 


CHICAGO, U. S. A. 
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Oval, Oblong, Square and Round, 
Spiral convolutely wound; 

Or what your needs may be in cans, 
They all will fit in R. C. plans. 


When you’ve had cans that wouldn’t do, 
You’ve looked a large assortment through; 
It’s then when you will understan’, 
The value of an R. C. Can. 


It matters not how good you are, 
In buying cans at below par; 

The very best that you can get, 
Is honest value every step. 


The fact remains that price alone, 
For lesser service can’t atone; 

The higher cost will be retrieved, 
Where honest value is received. 





You'll find that cans made by R. C. 

Are built as good as they can be; 
And not to meet a certain price, 

To do those things that aren’t nice. 


To get real cans and service too, 
This tip will be a help to you; 

Don’t waste your time to scheme and plan 
Just *phone or write the R. C. Can. 


R.C. CAN 


COMPANY 


MAIN OFFICE AND FACTORY 
121 CHAMBERS ST., ST. LOUIS, MO. 


BRANCH FACTORIES 
2809 E. 14TH ST., KANSAS CITY, MO. 
RITTIMAN, OHIO 





SALES OFFICES: Saint Louis, Rittman, Ohio, Kansas City, Atlanta, Dallas, Detroit, Fort Worth, Houston, Louisville, Memphis, Milwaukee, 
Minneapo'is, New Orleans, Omaha, Pittsburgh 
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SALES 


From ‘‘just another plant’’ to a chain store ‘‘best 
seller’’—that’s what occurs when wide awake 
merchandisers cash in on boxboard and carton 
progress. 

The horizon of folding carton possibilities is now 
greatly extended. Practically every needed qual- 
ity is now incorporated in them. Moistureproof- 
ness, waterproofness, greaseproofness and in- 


creased strength have been developed hand in 


hand with unusual styling and modern 
design. 

Investigation may disclose that your packages, 
too, are yet but diamondsin the rough. Perhaps 
an adaptation of but one of these new character- 
istics of cartons or boxboard may give your prod- 
uct a new and unrealized sales punch. If you 
think so, let our complete packaging service be at 


your disposal. 





From CLAY POTS to FOLDING CARTONS 


Selling Cartons avd Calon Beard! 


PRODUCTS OF 
THE GARDNER-RICHARDSON CO. Middletown, Ohio 





REPRESENT TATIVES 


I N PREIS CIF & & 
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ONE: A SALES MINDED PRODUCTION EXECUTIVE 
TWO: A PRODUCTION MINDED SALES EXECUTIVE 
THREE: A PERSONAL SALESMAN OF DEMONSTRATED ABILITY 


FOUR: A MECHANICAL ENGINEER WITH YEARS OF EXPERIENCE IN 
THE PAPER AND PACKAGING FIELDS 


NOT FOUR MEN 


but a single man of outstanding calibre! 


An M.E. (Cornell), his production experience has brought him to high position in 
container and wrapping plants, in the development of special purpose machines for 
the packaging field and in the mechanical overhauling of toiletry and cosmetic 


set-ups. 


As a salesman, his wide acquaintance in the packaging industries and his personality 
and appearance combine to open all doors. He has sold—and successfully sold— 
container users, wrap users, paper jobbers, large paper consumers, syndicates, 
machinery users and a host of other industrial firms. Thoroughly grounded in 
business practice, a sound personal salesman, he is specially equipped by experience 
and background to work in the packaging industries—either for the maker of pack- 
ages, parts or supplies or for the package user. 


His family background, his business record and his personal history will stand the 
closest inspection. 


In short, a man qualified by every criterion, for a top place in a large or fast growing 
organization. 


For additional detailed information or to arrange an interview, address 


* PUBLISHER 


MODERN PACKAGING 
425 FOURTH AVENUE 
NEW YORK CITY 
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Ano just as long as they are good, he never 
gives a thought about how they get within reach 
of his ready fork .. . that’s something the people 
who package the flour can worry about ! 


And many Millers have found Bags by Royal to 
be the most inexpensive and satisfactory solution 
to their packaging problems. Flour, however, is 
but one of thousands of products that find their 
way to market in crisp, attractive Bags by Royal. 


Made of almost any material, or combination of / 
materials that lend themselves to bag construction, 
Bags by Royal are outstanding for their economy, P 
fine construction and precision printing. Ask Royal 
to aid you in developing the proper bag for 
YOUR particular sales requirements. There is a 
Royal representative in your locality. Write today. 





THOMAS M ROYAL & CO 


PHILADELPHIA USA 


NEW YORK CHICAGO DETROIT PITTSBURGH BOSTON 
ST. LOUIS MINNEAPOLIS SAN FRANCISCO DAYTON | 


SYRACUSE FORT WORTH ATLANTA HOUSTON 








WHILE YOU 
READ THIS 
THE GREATEST 
ALL-AMERICA 
PACKAGE 


COMPETITION 
IS BEING 
JUDGED’ 


* Announcement of awards and complete 
details of the competition will be made in 
the March 1937 issue of Modern Packaging 
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It is a job that takes weeks of work. For from every state of the 


Union, thousands of packages and displays have been flowing, week 
after week, to the offices of Modern Packaging. Each has to be filed 
and classified. Four young ladies have devoted all their time for two 
months to this work alone. Great rooms have to be filled with file 
after file of tables, each laden with a freight of dozens of packages. 
An entire extra floor, in addition to Modern Packaging’s commodious 
exhibit rooms, has been rented for this purpose. Each package must 
be so placed that its best features are apparent to every one of the 
judges. Each must be accessible for complete examination . . . with 
the data relating to it instantly available. And, only after all this 
preparatory work, can the judges begin their slow, day long march 
down the aisles . . .selecting, rejecting, discussing each contender from 
every angle. They start at eight in the morning. They finish along 
toward midnight. Its a lot of work, hard work, for everybody in- 
volved. And it means a big expenditure for Modern Packaging. 
But it is worth all the effort it takes. For out of it all comes the greatest 
inspiration to better packaging, the Annual All-America Awards. 
To entrants in every field, our 

best wishes for success. And 


to all packagers an admonition. 


Don’t miss the great March Issue M 0 D E R N 
of Modern Packaging with its p A C K A G N 6 


complete illustrated announce- 495 FOURTH AVENUE 
ment of all winning packages. NEW YORK, N. Y. 
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STORM KING 


LIGHTNING ARRESTER 
























































MOLDED OF RESINOX 


® The famous Storm King Lightning Arrester, molded of 
Resinox, gives reliable protection to millions of radios 


against damage from lightning. The L. S. Brach Manufactur- 


ing Corporation of Newark, New Jersey, which has special- 


ized for many years in lightning protection apparatus for 


radio aerials and power lines, selected Resinox for the Storm 
King Lightning Arrester because of its excellent dielectric 
properties and great resistance to heat. The molding was 
done by the Mack Molding Company, Wayne, New Jersey. 
Resinox CorporatiON, 230 Park Ave., New York 
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.. . ANOTHER REASON FOR BUYING 


KNIFE-OPENING 
CAP 


Easier opening wins 





consumer preference 
for your brand. KNIFE- 
OPENING Caps now 


available for non- 






vacuum as well as 


vacuum packing. 
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EASIER OPENING. . . . suitea rescoreh and 


scientific testing are behind every operation of the Owens-Illinois 
Glass Company and behind every claim made for the superiority 
of Owens-Illinois Caps. When we state that our Knife-Opening- 
and-Closing Cap brings you the immense sales advantage of a 
package that is easier to open, that statement is backed by 
frequent tests like the one shown here. A laboratory technician 
is measuring the exact force required to “start” a Knife-Opening- 
and-Closing Cap. In this new air-conditioned laboratory, with walls 
constructed of translucent glass block, Owens-Illinois Caps and 
liners constantly undergo scientific tests to assure satisfactory 
performance. Owens-Illinois offices are located in all principal 
cities. Call the nearest one, or write 


OWENS-ILLINOIS GLASS COMPANY, TOLEDO, OHIO 













= 











—_—- — fF - 


Poon 









MODERN PACKAGING 


DECEMBER 1936 


VOLUME 10 
NUMBER 4 





TRIPLE-SEALING OVEN-FRESHNESS 


How George Weston, Ltd., Passaic, 
N. J., repackaged its Crackerettes, to 
seal in all their natural, appetizing 
goodness, through the use of a com- 
bination paraffined and tight wrap 


A thirty-minute inspection trip through the plant of 
George Weston, Ltd., Passaic, N. J. affords a liberal 
education in pointing out the tremendous progress that 
has been made in the manufacture of certain food special- 
ties, and the rapidity with which once standard products 
and equipment may become obsolete and require entire 
replacement to meet and keep abreast of the fast-chang- 
ing tastes and demands of the American consumer. 
Perhaps no single food product has undergone a more 
thorough modernization than the soda cracker—in size, 
Shape, flavor and general appearance. Attribute it to 
what you will, the American housewife no longer buys 
foodstuffs purely to prolong the lives and satisfy the 
appetites of her family. For, like other things, the 
gentle art of eating has progressed, and the appearance 








and tempting qualities of foods today are recognized 
as of equal importance to their taste, flavor and nourish- 
ing qualities. And toa peculiar degree is this true of the 
cracker, which has always depended not upon its own 
individual character but rather upon enhancing the 
appetizing qualities of other products. The golden 
brown color so characteristic of other oven-baked 
delicacies has been absent in the cracker, and its slab- 
like form was equally colorless and lacking in appeal. 
While it ideally served the intimate needs of the family 
circle, as an accompaniment to soups and chowders or 
spread with peanut butter, apple butter, jams or jellies, 
particularly for the children’s lunches, it peculiarly 
failed to meet the fashion requirements of more or less 
formal luncheons, bridge parties, afternoon teas, cock- 
tail parties and midnight after-theatre suppers. The 
Weston Crackerettes meet the new standards as to visual 
qualifications, and in accomplishing these new values 
have developed an equal improvement in flavor, which 
bids well to set some all-time high records in sales and 
consumption. For the masses have been quick to 
recognize the superior qualities of these thin, round, 
dainty, crisp and golden brown crackers, and are finding 
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CARTON 





new delights and satisfaction in ‘‘an old friend in new 
dress’’ offered in a 12-0z. completely sealed package. 

Typical of the new methods in baking evidenced in the 
Weston plant is the three-band oven, shown in the 
accompanying illustration, by which three continuous 
belts carry on the manufacturing operations from dough 
mixers and feeders, through the long ovens and out onto 
the packaging tables. 

The dough for Weston’s Crackerettes is what is known 
as a ‘‘hard’’ dough. Handled in large bulk it is flat- 
rolled and placed in the receiving end of the baking 
machine where it passes through additional rollers 
which flatten it into wide ribbons of the desired thick- 
ness. As it progresses, on belt conveyors, it is surface 
sprinkled with fine salt, which is pressed lightly into the 
dough. Shaping or cutting the Crackerettes is accom- 
plished by large metal rollers, embossed with the design 
and round shape, through which the dough ribbons 
pass in a continuous process. The cut-out pieces of 
dough then pass upward onto special metal conveyors 
which take them through the tunnel-like oven, while 
the trimmings are ejected at the side, to be rolled into 
sheets and again placed in the machine. About four 
minutes are required for the baking process, by which 
time the Crackerettes emerge from the oven with a deli- 
cious golden brown coloring. Dropping from the oven 
conveyors, they then pass through a cocoanut-oil bath 
which brings out their appetizing color as well as im- 
parts a new and added richness to their flavor due to the 
combination of the shortening and a sprinkling of salt. 

The Crackerettes slide down chutes onto belts which 
convey them to the hoppers and weighing machines, 
all carefully synthronized with the packaging operations. 

Blank shells (made from .o26-point manila back board 
in the form of tuck-top, glued bottom cartons) are manu- 
ally placed in a feeder, which moves them to a rotary 
forming and bottom sealing unit. Here liner bags, auto- 
matically cut from a roll of waxed glassine, notched and 





heat sealed along the bottom and side, are inserted in the 
cartons. Passing in rapid succession, the lined cartons 
proceed by belt to the filling machines. Here operators, 
by means of foot pedals, release valves on the hoppers of 
four-partition revolving weighing devices, which trip 
when twelve ounces have been released, dropping a sup- 
ply of the Crackerettes into each opened carton. The 
weighing units, made by the National Packaging Ma- 
chinery Company, allow some variation, being slightly 
underweight, which necessitates hand-checking. 

During the regular run, the weighing device will aver- 
age three or four crackers light of the required twelve 
ounces, which are quickly inserted manually in the 
opened cartons. The weighing operation completed and 
checked, the cartons proceed to a closing machine which, 
by means of ingenious fingers, bars and slides, first 
creases the sides of the liner bag extending out of the 
carton, then folds it over in a double fold, tucks in the 
side extensions of the bag and completes the closing 
operation of the liner bag independent of the carton. 
The two side flaps of the carton are then pushed into 
position, and the closing of the filled carton completed. 

As the carton moves on, it is tipped from the bottom, 
on which it has been resting, to its side and is carried 
to a Pneumatic tight-wrapping machine in proper posi- 
tion and ready for the final operation. In this machine 
each wrapper is automatically (via electric eye control) 
cut from a roll, glued on the under surface with the 
proper adhesive and pasted tightly to all six surfaces 
of the filled carton. The completed packages of Cracker- 
ettes then proceed by belt, being securely held while the 
glue ‘“‘sets,’’ and then deposited on filling tables. 

With the single exception of adding three or four units, 
when the filled cartons are individually checked for 
weight, no human hand touches the Crackerettes in their 
manufacture or packaging. But the interest which 
this entire operation holds to the user of packages is 
not alone in the sanitary, wholesome methods em- 


Flow chart tracing packaging operations from blank shells, at extreme left, through bottom 
sealer, inner-liner former and inserter, filling and weighing operations, top closing and 
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sealing, tight-wrap application and out onto delivery table at extreme right 











ployed, which are more or less taken for granted, nor 
in the packaging machinery, as ingenious and closely 
synchronized as it is, but rather in the combined pro- 
tection afforded this product, which must, in a measure, 
depend upon its being kept absolutely free from any 
contact with the air to retain its original crispness. 

In current football parlance, the new Weston’s Cracker- 
ettes packages are of the ‘“‘triple threat’’ variety, for the 
fresh-from-the-oven crackers are: first, protected by 
insertion in a glassine bag, securely closed with a double 
closing; second, the glassine bag rests inside a carton 
which is glued on the bottom and closed tightly on the 
top, the flap or top tuck being provided with a novelty 
lock to further protect it against opening, and, finally, 
it is completely enclosed and sealed in a special tight- 
wrap, which is paraffined only on the printed side. 

The particular problem involved in perfecting this 
special wrap was four-fold: 


To secure the combined advantages of a tight-wrap 
and a waxed wrap. This involved applying a 
heavy, high gloss coat of paraffine to the printed 
side only, leaving the back bone-dry so that it 
would glue perfectly to the carton. 

Along one edge of the waxed side there had to be a 
dry strip, to which glue could be applied in order 
to make a perfect closure. 

Winding this stock on large rolls so that it would 
feed evenly into the machine, coordinate with the 
“electric eye’’ mechanism which controls the 
cutting of the wrap, and uniformly register in 
correct position, required special study to hold the 
‘‘weavings,’’ so common in waxed rolls, down to 
very meager limits. 


Top and center illustrations show automatic mixers 

feeding dough onto conveyors, through cutters, into 

the three-band oven, and then out onto packaging 

table. Conveyors on production line taking cartons 

to weighing and filling hoppers, at right, shown in 
bottom illustration 
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While wraps of this nature had been produced 
before, this one differed from the others in that it 
called for a four-color halftone reproduction of 
crackers which had to be equal in appetite value 
to the former cartons. 


These several problems were successfully met and 
overcome through the close cooperation of the Pneu- 
matic Scale Corporation, Ltd., who built the complete 
packaging machinery, and the Nashua Gummed and 
Coated Paper Company, who developed and produced 
the complete wrappers. 

While the new equipment has been operating for a 
little over a month, the Weston executives have found 
that it fulfills the promises made for it: Reduced operat- 
ing and packaging costs; larger and better controlled 
automatic production; equal attractiveness of their 
former printed carton which was wrapped in transparent 
cellulose, and, finally, and perhaps most important of 
all, better protection for the product, delivering it to the 
consumer retaining all its oven freshness and appetizing 
goodness, so that it may be bought with assurance. 

As a means of reaching and influencing its logical 
markets, a supporting advertising campaign is being 
carried on consisting of window stickers for retail store 
windows, posters for trucks, and full-color 24-sheet 
lithographed posters, strategically located at advan- 
tageous points, all of which definitely feature and direct 
attention to the company’s appetite-arousing packages. 


Front and side views of machine receiving 
waxed wraps from roll, automatically cutting 
and applying them into squares of the correct 
size, and with the aid of an “electric eye” 
registering each one in just the correct position 
so that after it is completely glued onto the 
filled shells, entering the machine from the 
opposite end, it fits perfectly. Illustration 
below shows the full color poster being ex- 
tensively used in a 24-sheet poster campaign 
on all prominent highways leading into metro- 
politan New York and on the company’s 
delivery trucks 
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PROBABLY no problem produces greater headaches 
for the sales and advertising forces of an established firm 
than that which confronts them when it is decided to 
add a new item to the line. The methods which are 
perfectly acceptable for the maintenance and extension 
of the sales of an already established product cannot be 
applied here. For it is essential, in an age of mass pro- 
duction, that sales be quickly stepped up to something 
approaching a mass production level, if costs are not to 
prove prohibitive. 

Failing to do this, by extensive and carefully conceived 
promotion plans, the sales manager will find his selling 
and his production costs running far higher than the 
price of the item will justify. Nor can he take the “‘out”’ 
of placing his introductory price at a high enough level 
to yield a profit under low-volume conditions, because 
he will then find himself confronted with an impossible 
competitive situation and a market artificially nar- 
rowed down by his high price. Thus he must take the 
bull by the horns and use extensive and intensive promo- 
tional methods to secure—in the shortest possible inter- 
val—a wide-spread distribution of his item. 

In the drug trades, the most widely practiced method 
has been that involving the distribution of one or two or 
even a half dozen of the new product to every dealer 
handling the rest of the company’s line, on a free gift 
basis. Yet such methods have pronounced drawbacks, 
only a few of which it is necessary to itemize. Primary 
is the fact that such methods are extremely expensive in 
terms of both merchandise and effort. While the net 
cost of the free items, plus postage and packing may 
average only thirty or forty cents—and often the figure 
is far higher—the cost of reaching sixty thousand drug- 
gists on such a basis mounts to from eighteen to twenty- 
five thousand dollars. And then, you have only started. 
Drawback number two involves the factor of price 
cutting. The average man is perfectly willing to give 
away cheaply that which costs himself nothing. And, 
where the druggist will not, in his own store, resort to 
such a step, many druggists will succumb to the en- 
treaties of professional cut-raters and sell their small free 
stocks, thus building up in scattered points focii of 
dangerous price cutting demoralization. 

A final drawback must be seen from the consumer 
rather than the dealer viewpoint. Unless some way is 
found to distinguish the new merchandise—in the 
store—from other, accepted products of the general line 
the consumer will not be aware of its newness and will 
not, in most cases, be moved to try it. 

For these and other reasons a growing number of 
manufacturers have resorted to the short-term special 
cut-price or free-gift promotion as a means of securing 
both a quick and widespread distribution. 

However, a consideration of the nature of such a 
bargain offer, will instantly disclose the need for con- 


PROFITS THROUGH COMBINATION OFFERS 










































trolling it with the utmost rigidity. Sales must be 
anticipated with close accuracy. Orders must be so re- 
stricted that the end of the bargain period will fall at the 
same or approximately the same time in all stores in a 
given region. Failing this, dealer dissatisfaction will 
arise when some find themselves out of merchandise of 
bargain type while others remain stocked up. Finally, 
shipment must take place at approximately the same 
time to all stores in a given locality to prevent some 
going off before the starting gun has been fired and thus 
spoiling the sale for others. 

Yet, when close control is maintained, such methods 
This is amply 


can produce excellent sales results. 


Two for the price of one in a dual carton intro- 
duces both sizes of Squibb’s new tooth powder. 
Pinaud utilizes consumer-acceptance of an old 
product to introduce its new ‘related’ product 
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shown by the experience of two leading firms in recent 
months in introducing additions to their lines by pre- 
cisely these methods. In one case, The House of Pinaud 
used a combination offer of a bottle of Eau de Quinine 
and a bottle of the new product, a shampoo—pricing 
the two at $1.00, the regular price of the Eau de Quinine 
alone and attaching the two to each other as a unit by 
setting both bottles into a tray-display, featuring the 
fact that the hair shampoo, a 5o0-cent value was being 
offered free. This tie-in between an old product and a 
related new one had the advantage of insuring a predict- 
able number of sales to regular users of the old product, 
and of introducing both products to a large group of 
other persons attracted by the bargain price. Note- 
worthy is the manner in which the necessary tray ar- 
rangement was combined with a back panel to form a 
window or counter display unit. As for resulting sales, 
the company reports that the schedule anticipated for a 
year in advance had been filled in a period of, not six 
months, but six weeks! 

Even more noteworthy, perhaps, is the experience of 
E. R. Squibb and Sons in introducing its new tooth 
powder into one of the most highly competitive por- 
tions of the entire drugstore field. The Squibb firm has 
long held a position among the leaders insofar as tooth 
pastes are concerned, but this was a first-venture into 
the powder field. Its standing among druggists and 
wholesalers is of the highest order, goodwill being par- 
ticularly noticeable as the result of a consistently main- 
tained policy of selective-dealership control—a policy 
which has resulted, in part at least, in removing in large 
measure pressure of the cut-throat cut-rating, so prevalent 
in the industry, from Squibb products. 

When it was decided to enter into the powder market, 
the firm planned its powder packages for two sizes and 
price classifications: the larger being a 4'/:-0z. con- 
tainer to retail at a suggested price of 40 cents, the 
smaller, a 21/9-0z. tin, retailing at 25 cents. The design 
of the containers called for a clean, cream colored back- 
ground, natural color, non-detachable metal cap—pulled 
up to open—and with a central ‘“‘spot’’ of brown upon 
which the products name appeared, in reverse lettering. 
The accompanying slogan, ‘“‘Acid-neutralizing’’ was 
emblazoned upon the cream background halfway be- 
tween the spot and a reverse lettered band bearing the 
firm name and address. This band continued around 
the back of the tin where detailed directions for use and 
description of advertising claims were to be found. 

The sales plan involved the packaging of one of the 
larger tins together with one of the smaller packages ina 
dual carton, which would serve both as carrier and as 
display unit, explaining the offer in short wording to 
catch the passing eye. To this end the two packages 
were reproduced in illustration on the face and back of 
the carton and backed by a red panel bearing the in- 
scription, ‘Free. A 25-cent tin with each large tin 
purchased at regular price.’’ Over the picture of the 
large tin, this message was re-emphasised by the inscrip- 
tion, ‘This large size at Regular Price’’ while the smaller 
tin’s illustration stated, “‘This 25-cent size Free!’’ 
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On the top and, noteworthy, the bottom of the carton 
appeared a red panel with white lettering detailing the 
conditions of the offer and pointing out the money 
back guarantee, whereby the user could try the small 
tin and, if not satisfied, return only the large tin and re- 
ceive a full refund. 

With the package planned and a production line set up, 
estimates of probable quantities needed for a two-months 
introductory campaign were established on the basis of 
figures as to regional sales of other tooth powders, figures 
as to tooth paste sales and other data. Samples were 
then sent to divisional Squibb representatives and orders 
solicited from dealers and distributors, at prices which 
would yield the dealer his full 331/; per cent profit. 
The orders were subject to delivery at a given date in 
each territory and dealers were warned that no orders 
would be guaranteed except the first from each re- 
tailer. 

An advertising program was set up involving national 
magazines, newspapers, radio, etc., and window displays 
were likewise prepared for dealer use. To this advertis- 
ing appropriation was applied the saving made by the 
elimination of the free-goods method of distribution. 

In spite of the most careful estimating, it was found 
necessary, when the sales campaign had been in effect 
for only two weeks, to increase production plans by 
twenty per cent and, even so, it was necessary to cancel 
orders that would have brought sales up another forty 
per cent, because of lack of production facilities and a 
desire to stick to original plans calling for the ending 
of the promotion within sixty days. 

To prevent demoralization of the market—both during 
the special promotion and subsequently—several steps 
were taken. Each of the small cans was made with a 
special additional lithographed square denoting that it 
was part of an introductory offer and not to be sold 
separately. Thus, the few who might have sought to 
hold their stock until after the sale, were effectively dis- 
couraged, since, while they might get the full price 
for the large can, they would have difficulty selling the 
smaller unit as a separate item. 

As a further precaution, the unusual policy was 
adopted of giving the dealer his customary full profit 
margin, so as to discourage any tendency to try for 
extra profits by sacrificing price in a fight for volume. 
Curiously, the only troubles found by the firms visiting 
representatives, along price lines, were in the instances of 
dealers who felt that the offer was too much of a bargain 
and therefore discarded the Squibb-supplied price cards 
in favor of others reading ‘‘forty-nine cents.’’ While 
the firm was gratified to see the product selling, even at 
such a price handicap, it discouraged such practices with 
the explanation that the dealer who remained satisfied 
with a 33'/; per cent profit would build up a larger 
repeat sale. 

Another curiosity was found in the number of re- 
funds which had to be made. It was anticipated that a 
number of individuals would take advantage of the offer 
to secure the twenty-five cent tin free of charge, and 
fairly elaborate plans were (Continued on page 38) 











IN Henry Van Dyke’s beautiful story, ‘‘A Pot of Clay,”’ 
the old, familiar red clay flower pot is given new life 
and meaning, by which he points a moral. But in the 
minds of modern housewives it still remains a drab, un- 
sightly container, tolerated only because of its utili- 
tarian values, and certain to be covered up lest it mar the 
beauty and delicacy of the fresh flowers which grow in it. 
Sensing the need for a newer and more attractive 
method of bringing its products into the homes of thou- 
sands of women, whose instinctive love for fresh, Spring 
flowers is well known, the president of Hewett P. Mul- 
ford & Company of Lebanon, Ohio, began experiments 
two years ago with a folding paper carton in which 
paper white narcissus bulbs might be planted, at the 
company greenhouses, and in which they might remain 
all during their beautiful growth and blooming period. 
The requirements for such a container were: 


1. It must be constructed so that the bulbs could be 
planted in specially treated soil, in which they 
would remain dormant until the consumer had 
them in her home, and started their growth by 
the addition of water. 

It must be strong enough to stand repeated hand- 
ling and shipping, in its travels from grower to 
consumer, without danger of damaging the bulbs. 


PrP 





WHAT'S HAPPENED TO THE CLAY FLOWER 





POT? 


It must be waterproof, both for the development 

of the plant life as well as preventing any pos- 

sibility of marring the table top, window-sill or 
wherever it was placed in the home. 

4. It must have a substantial and rigid base so that 
it would stand upright, without danger of tipping 
over. 

5. It must be kept low in price so that the complete 
unit could be purchased by the consumer for 10 
cents. 

6. It must be sufficiently attractive so that the dis- 

criminating housewife would willingly keep it 

in her home. 


Ww 


The first practical carton developed was a flat, oblong 
carton, with side and end flaps which folded over to 
form a water reservoir on all four sides. The bulbs were 
planted in treated soil which was placed in a separate 
and smaller unparaffined carton, fitting into the center 
of the larger unit and held in place by a four-sided band 
made of the same paraffined stock as the outside con- 
tainer. The top was a separate piece on which the di- 
rectional data was printed. This the consumer lifted 
off and discarded when ready to use so that its purpose 
was to serve as a protective cover in the journey of the 
package from grower to consumer. No copy appeared 
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on the outside container, it being printed in solid green. 
Water was poured into the reservoir through a perforated 
opening provided in the top of the carton—so that the 
water seeped upward to the bulbs, rather than pouring 
in on top of them. 

While this container was entirely practical, and is still 
being used for Mulford’s Indoor Hot-Bed*—in which 
seeds are sprouted and then transplanted to pots or an 
outdoor garden—it failed to possess the value of good 
appearance needed for a home decoration unit. Fur- 
ther experiments were made, with the result that the 
“window box"’ type of package was developed last year. 
The illustration shows the two sizes in which these are 
made, the 1o-cent unit holding three bulbs, and the 
2o-cent unit holding six bulbs. In general construction 
this is approximately the same as the first package—with 
the exception that it is made with slanting sides—and is 
at least twice as high. However this package is con- 
structed with a water well at the top, which, when 
filled with water, permits of seepage around the bulbs. 
The bottom of the water well also serves to hold the 
bulbs upright, and by keeping them in place encourages 
their ready and healthy growth. The package carries a 
conventional design printed in light and dark blues al- 
though directions and the grower’s identification are 
overprinted on the bottom of the package. 

Inasmuch as the shipping season for these ‘window 
box’’ Narcissus is from Sept. 15 to Jan. 15, their present 
sales do not completely tell the effect of this redesign 
job. However, some indication is apparent from the 
fact that present sales are already over 150 per cent 
ahead of total sales of these items last season. 

Another interesting development is the Holland Potted 
Bulbs packages in which Hewett P. Mulford & Com- 
pany is marketing choice imported narcissus, tulip, 
hyacinth and daffodil bulbs. These packages consist 
of three pieces: (1) tuck-end folding carton, extended 
tucks top and bottom, pleated sides and an open window 
in the front panel; (2) an extended flap, with open 
window, over which is pasted a piece of printed trans- 
parent cellulose, carrying an illustration of these Spring 
flowers in bloom; and (3) a scored piece of the same 
carton stock, with tongue and groove, which forms 
the base or outside pot. The top portion of this carton 
is perforated so that when the consumer gets the package 
in her home, she simply tears along the perforated lines 
and removes the entire top section which has acted as a 
protective sleeve. 

The top portion of the carton is printed in a pleasing 
shade of powder blue, with lettering appearing in white, 
while the base or sleeve is printed in silver, giving the 
impression of a metal flower pot. Complete directions 
for growing and shipper’s identification appear on the 
back portion of the carton, in no way marring the at- 
tractiveness of the package, yet readily seen, which is 
important to secure best results. 

The Holland Potted Bulbs packages retail for 10 cents 

*IIlustrated and described on page 79 of the May 1936 issue of 
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Cultivator.” 
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and are available in the four varieties above stated. 
For shipment from Jan. 15 to March 1, the company 
offers a Giant Easter Lily package, as illustrated, which 
carries out in larger size the same general design as on 
the smaller Holland Potted Bulbs packages. Even 
though no shipments are scheduled for some time yet, 
present advance o1ders already placed indicate that this 
will show a tremendous increase in popularity and sales 
over last season. 

These packages effectively demonstrate how even 
highly seasonal and perishable products may be profit- 
ably packaged, with the result that consumers are not 
slow to show their appreciation by buying them in in- 
creasing quantities and varieties. ' 

The development of the several packages herein de- 
scribed was made possible through the cooperation of 
Harry Z. Gray, mechanical designer; Schaten Studios, 
package designers; | Gardner-Richardson Company, 
carton manufacturers, all in collaboration with Marion 
R. Mulford, sales manager, Hewett P. Mulford & Co. 


PROFITS THROUGH COMBINATION 
OFFERS 


(Continued from page 36) made to keep up with a return 
flow of goods. Instead, several weeks after the ending 
of the sale, the returns proved to have been so few that 
the auditing department found it practicable to write 
checks for each as a routine matter. 

Both the Pinaud firm and the Squibb company report a 
gratifying maintenance of orders from dealers following 
their promotions—actions they ascribe both to the 
quality of the products and the manner in which the 
sales were conducted. In this regard, it is important 
to note that the greatest single factor in maintaining a 
price structure that might otherwise have become com- 
pletely demoralized during such sales, was the special 
marking in the one case of the display-tray and in the 
other of both special carton and tooth paste tins. 


FOR THOSE AIR-MINDED 


J. H. Gilluley of Anchor Cap & Closure Corporation 
calls our attention to the following which recently ap- 
peared in one of the San Francisco newspapers: ‘‘Speak- 
ing of airplanes, we heard the other day that it was im- 
possible to write in an airplane with a fountain pen be- 
cause the high altitude caused the ink to spurt when the 
cap was unscrewed. Just to be sure, we checked up with 
an air line official. ‘No, it is not true,’ he said. ‘At 
least not at ordinary commercial altitudes... What 
would happen at 20,000 or 25,000 feet he wouldn't say. 
He did tell us this: ‘Never carry a bottle of whiskey 
with a cork in it. Always use a screw top. Ina plane 
the air pressure will cause the cork to pop out’.”’ 

The point of all this is that apparently it is not safe 
to carry liquor sealed with a cork in your traveling bag, 
otherwise the chances are pretty good of the clothing 
receiving a liquor bath. 


















IN AN EARLIER and less-enlightened period of our 
national development, when ‘“‘caveat emptor’’ was the 
order of the day, it was undoubtedly credited to Yankee 
shrewdness to line the bottom, sides and top of a barrel 
with carefully selected hand-picked apples, while 
‘‘windfalls’’ were literally dumped into the center of 
the barrel as fillers. Cursory inspection revealed the 
outer layer of beautiful apples and by this means secured 
a higher price per barrel and ready disposition of the 
‘‘windfalls’’—which obviously were of questionable 
value to the grower. 

But those were ‘‘the good old days’’ when an apple 
was just an apple, without thought or care as to se- 
lection or grading, and what of it if the consumer 
received some with bruises or rot spots, if they weren't 
prime for eating raw, most certainly they could be 
made into pies, apple butter or sauce. 

An indication of how differently apples would some- 
day be marketed occurred about ten years ago when, on 
a motor trip through Maine, our car was stopped by a 
lovely girl who invited us to sample the luscious apples 
from a nearby farm. No one could resist the appeal of 
that basket of Red Macintoshes and, after sampling, a 
purchase revealed that each apple was individually 
wrapped, in an attractively printed red and green paper 
wrap, properly identified with the name and address of 
the orchard, all packed in a substantial box, provided 
with dividers, which kept the apples in prime condition. 
Decidedly the apples from that orchard were something 
far different than ‘‘just apples’’ and commanded the 
price and consideration which their improved marketing 
entitled them to receive. 

Consumer habits which give marked preference to 
products packaged in small, individual and properly 
identified units, have had their influence on apple 
packaging, and while there are those who rigidly ad- 
here to the old bulk methods, the more progressive 
growers have found that the new methods brought 
extra profits to more than offset the added costs. Jobbers 
and commission merchants agree that selected apples 
in perfect unbruised condition, packaged in convenient 
consuming units, always bring better prices, are more 
easily sold and definitely encourage greater consump- 
tion. Thus the obsolescence of the bulk apple package 
has been speeded up in favor of modern packaging and 
merchandising methods. 

One of the most popular consumer packages today is 
the corrugated box carrying about forty pounds net. 
Corrugated boxes are well adapted for apple packaging 
because: 


1. They give ample protection without danger of 
bruising. 
2. Being an efficient insulator, corrugated board 


“OLD FAVORITES” IN MODERN DRESS 






















































holds the chill of cold storage after removal and 

keeps the fruit in prime condition. 

The rigid walls offer adequate support so that 

the boxes may be stacked twelve to fourteen tiers. 

4. They may be readily opened for inspection before 
purchase and then re-sealed with gummed tape. 





we 


A later development in apple packaging is the ‘Old 
Favorites’ package illustrated which serves as an ideal 
gift item. Twenty-four carefully selected apples of the 
following six popular varieties are included in a substan- 
tial and beautifully covered set-up paper box: Baldwin, 
Northern Spy, Winter Banana, Delicious, Macintosh and 
Wagner. The apples are packed in two layers, of 
twelve each, being protected against bruising by indi- 
vidual cells made of paperboard dividers, each of which 
is filled with bright green shredded waxed paper which 
greatly enhances the rich redness of the individual 
apples. The cover paper utilizes a star and snow all-over 
decorative design, done in red, green and silver, with a 
jaunty bright ribbon of red transparent cellulose tied 
in a bow, completing the package. 

In commenting on this package, E. O. Dorman, 








Hillehere Orchard, Niverville, (Continued on page 89) 
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labels. Designed and produced by Wurzburg Brothers 


One basic design in different colors used for three differ- 

ent trade named inner tubes, made by Robbins Tire & 

Rubber Company, shown in Favorite, Victor and Blue 

Ribbon cartons, made by Richardson-laylor-Globe Cor- 
poration, through Wurzburg Brothers 


Sparklet Syphons have been smartly streamlined in chro- 
mium, copper and white enamel replacing former glass 
syphons reinforced with outer network of diagonal metal 
bands. Packaged in shining black, silver and red cartons 
which are effectively displayed in a row. Cartons de- 
signed and produced by Robert Gair Company, Inc. 


A handsome wicker luncheon basket beautifully displays 
three full-sized bottles of Engels and Krudwig’s port, 
sherry and sauterne wines, resting on a colorful matting of 





Marked improvement in organization and presentation of 
copy on Sealdoil oil can label, showing old and new 










transparent cellulose. This appropriate gift package de 
signed by the United States Advertising Corporation 


Packaged in a brilliant new box, with printed and em- 
bossed gold covering, Pilgrim Cigars are offered in a con- 
tainer in keeping with modern trends. Printing confined 
to an end label, consumer's initial being applied to the 
box top. Trade mark processed in five colors. Box 
coverings and labels by Reynolds Metals Company, Inc. 


A new development is used in the Coronet Dry Gin bot- 

tle, designed by Morris Sanders, the ornamental lions on 

the back acting as grips, making the bottle easy to hold. 

Bottles, labels and closures by Capstan Glass Company, 

Consolidated Lithograph Corporation and Armstrong 
Cork Products Company, respectively 


The Mennen Gift Box for Men, with choice of lather 

bowl or brushless jar, is an ensemble that will reflect 

credit on the giver and bring utility and pleasure to the 
recipient of the gift 





DECEMBER 


24/56 QUART 


OX 



























24/6 QUART 


srand 
J % 


ANTI-FREEZE 


ALCOHOL 


QUAKER 


Quaker Denatured Alcohol Anti-Freeze before and after 

redesigning by the advertising agency of Platt-Forbes, Inc. 

Improved oblong-shaped containers manufactured by the 
American Can Company 


Utilizing special packaging materials as a means of dressing 

up standard merchandise for holiday and gift purposes is a 

practice well understood and practiced by the Congress 

Cigar Company, Inc., manufacturers of the popular La 
Palina Cigars 


New pyramidal bottle and closure for Esterbrook water- 

proof drawing ink prevents spilling on slanting drawing 

board. Closure of cork and acid-resisting Durez by 
General Plastics, Inc. 


Chesterfield Christmas cartons showing a lovely aviatrix 

and Granger cartons using human interest subject featured 

in their Christmas display. Produced by The Forbes 
Lithograph Company 
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Handsome double-shell 

CASEAL, with tin or 

aluminum liners. Lith- 

ographed with individ- 

ual designs or in plain 
colors, 





The Classic Oblong Design 
Patent No. 94854. 


AND SOD BY AN 
OWENS -ILLINOIS ACKAGE 
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Fastidia Cleansing Tissues package is two-faced, one side 

in bold type for store display, other side, perforated for 

opening, a dainty design for the boudoir, done in warm 

gray background with pink band. Designed for the manu- 
facturer by Egmont Arens 


A useful feminine gift, featuring an assortment of toiletries 
by Chryson of Hollywood, packaged in a zipper bag, 
made of upholstery fabric, for Christmas shoppers. Bag 
has after-use as shopping or sewing bag, or because of 
rubber waterproof lining may serve for bathing suit bag. 


Designed by Mildred Nell of Chryson 








10 x pure 
ORANGE 
JUICE 


MISSION 
snance 
JUICE 
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Immediate identification and improved appearance gained 

in grape jam, preserves and fruit butter packages of the 

J. M. Smucker Company, by changing from printed to em- 

bossed foil labels, which are designed and produced by 
The Tablet & Ticket Company 


Mission 100 per cent pure orange juice, extracted from 

mature tree-ripened fruit, is being marketed in 192-oz. 

“Stubby” glass bottles. A\ll its purity and flavor is vapor- 

vacuum sealed with Whitecaps furnished by White Cap 

Company. Glass bottles and labels by Owens-Illinois 
Pacific Coast Company 


Rich red Bakelite molded is used in Jiffy ketchup cap and 

Jiffy utility cap illustrated. Former is threaded and fits 

snugly over top of an ordinary ketchup bottle permitting 

easy pouring without waste, while latter is used on wide 
mouthed food jars 


A convenient self-service cylindrical counter display pro- 
motes sale of Mad Cap Translucent Rouge. Cartons done 

















in light blue and white, labels, tubes and metal caps in 
darker contrasting blue. Jars sealed with Phoenix 
Metal Cap Company C T caps 


The famous ‘’Pin Money” pickles, relishes, and condiments, 

suggestive of Southern delicacies, in a new holiday and 

gift ensemble, packed in a beautiful display container 
protected with pure white shredded paper 


“Makes every woman a better cook” is the claim of Coox- 
Aid Savory Salt, which contains celery, onions, fine herbs 
and spices. Packaged in shaker-top, gracefully gluted 
bottle, with recipe-bearing label which slips off easily. 
Objective sought by Egmont Arens, its designer, was to 
get a package suitable for dining room table as well as 


kitchen shelf 


The House of Pinaud provides perplexed Christmas shop- 
pers with a certain-to-please and inexpensive gift for dis- 
criminating men in its combination set containing three of 
the famous Lilac Vegetal products 


packaging pageant 





An unusual but practical gift item is the Smartline Christ- 
mas package consisting of a modern kitchen table, com- 
plete with colorful transparent cellulose ribbon ready for 
tying in bows, as illustrated, and packed in a suitably 
decorated carton. Smartline Tables made by Mutschler 
Brothers Company, incorporating metals by The Interna- 
tional Nickel Company, Inc., and cartons by Inland Con- 
tainer Corporation 


Open and closed views of Gentlemen’s Saddle Bag, « 

stunning pigskin grained travel-toiletry kit containing fa- 

mous Pinaud toiletries. A most desirable gift for the man 
who travels 
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Illustrations show the five O Brand and 
two Kreemex Brand packages; at the 
right are the Triangle Package Machinery 
Company Scales and Stokes & Smith 
carton-sealing machine, and below are 
the Stokes & Smith tight-wrap machine 
and the Entroleter, which prevents in- 
festation 


ELECTRIC PROCESS PREVENTS INFESTATION 


An interesting development in the packag- 
ing of pancake flours and other cereals 
subject to contamination by infectious pests 


FUTURE HISTORIANS, delving back into this age in 
which we are now living, will unquestionably mark it 
as the turning point in the history of the world—the 
point when one nation, the United States, broke through 
the starvation line. For famines, plagues and lack of 
bodily comforts have been the lot of mankind since the 
creation of time. The world, up until the very recent 
present, has been hungry for food, clothing and shelter, 
for all the good things in life, to make it comfortable, 
interesting and worth while. 

With increased knowledge, experience and mechanical 
processes at our command, we have diligently and intelli- 
gently worked our natural resources to a point where 
more is being produced than is consumed, and we have 
all witnessed the various and sundry attempts to control 
overproduction. Each manufacturing plant in the coun- 
try in turn went through the processes of studying its 
manufacturing operations, seeking sources of waste 
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which added to the final costs of their products. Time 
studies on hand operations, complete utilization of raw 
materials into finished products and by-products, utiliza- 
tion of machines to replace labor and all the other 
factors at the command of highly skilled production 
engineers were carefully scanned and studied in their 
attempts to produce more economically, more quickly, 
in greater volume and at substantially lower costs. 
This emphasis on reduced production costs was well 
founded, at the time, for manufacturers fully realized 
that the masses could not buy the things they longed 
for, simply because they cost too much in proportion 
to their average annual incomes. But the answer was 
farther away than simply reducing costs, for competi- 
tion asserted itself on all sides and from all directions. 
While the world’s hunger for things was not even par- 
tially satisfied, the demand was for new and better 
things than had ever been offered before, and the sales 
race was won by the manufacturer whose product was 
so styled that it presented the greatest consumer satis- 
faction. Consumer purchases, during the past few 
years, have not been simply buying the things seen and 
wanted, but rather a careful (Continued on page 85) 


















SEAGRAM’S Christmas packages carry out a Dickens’ 
motif of Merry Old England that brings back memories 
of the Pickwick Papers, Martin Chuzzlewit, Tiny Tim, 
Scrooge and all the other famous and beloved characters. 
In the merchandising of their whiskeys and gins, four 
different Christmas designs serve to identify the various 
groups of products: No. 83 and V.O. Canadian whiskeys; 
Ancient Bottle Rye, and Five Years Old Bourbon, Cana- 
dian-distilled whiskeys; Seven Crown and Five Crown 
domestic whiskeys; and King Arthur Dry Gin. Seven- 
teen festive cartons, printed in full four-color process, and 
plate varnished, on fine white clay-coated folding box- 
board, serve as the focal point for the entire Christmas 
advertising and selling efforts. 

Although food manufacturers have long used recipes 
on their packages, the Seagram Christmas packages 
represent the first use of this practice in the distilled 
beverage industry, according to David M. Davies, ad- 
vertising director. Typical of the recipes on these 
cartons are Hot Toddy, Eggnog, Punch and Manhattan 
for Seven Crown and V.O., and Orange Blossom, Lone 
Tree Cocktail, Dry Martini and Turf Cocktail for King 
Arthur Gin. The traditional punch bowl, with com- 
plete directions to fill it to the brim (sufficient for 20 
people) is appropriately included. 

All Seagram's holiday advertising stresses the food 
value of the time-honored Christmaspunch, Eggnog, 


CHRISTMAS CARTONS INSPIRE CAMPAIGN 









Tom and Jerry, Hot Toddy and other old-fashioned 
favorites, along with pointing to their traditional role in 
Yultide merriment. The New Year promotion depicts 
two gay revelers, around the midnight hour, sounding 
out ‘‘A Happy New Year to You All,”’ and suggests new 
games for fun at home on New Year's Eve. A highlight 
of the promotion is a personal letter, penned by Alex- 
ander Woolcott, author, critic and gourmet, to America’s 
most prominent families, suggesting Seagram's Pedigree 
as an ideal gift. In all of this they hope that the scund, 
sensible use of spirit beverages may be effected in cele- 
brating this festive season. 

The same design treatment used on the cartons domi- 
nates the extensive advertising campaign in the nation’s 
leading newspapers, magazines, trade periodicals and 
point-of-sale material. The principal display piece is 
devoid of any Seagram advertising, carrying out the 
main theme: ‘‘To our Customers—Season's Greetings.” 
Dealers are also furnished with announcement post 
cards, done in the same design, for use in calling their 
customer's attention to their holiday stocks, and in- 
dividual personal greeting cards to go with each package, 
suitably inscribed with a holiday message. Thus, onc 
theme dominates all Seagram's Christmas advertising. 

The complete campaign was executed by the advertis- 
ing agency of Cecil, Warwick and Cecil, with folding 
cartons made by The Container Corporation of America. 
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THE GIFT DELICIOUS 


DISCRIMINATING Christmas shoppers will find a 
happy solution to the problem of selecting the right gift 
for certain fortunate friends in the new miniature bar 
package, just introduced by John de Kuyper & Son, Inc. 
Attractively packaged in a hinged-lid set-up paper box, 
which opens up as illustrated, this unique gift item 
contains three bottles of the world famous de Kuyper 
cordials, of the following liqueurs: Blackberry or 
Cherry, Apricot and Creme de Cacao. 

In 1695 the partnership of John de Kuyper and Zoon 
was established in Schiedam, Holland, and established 
world-wide fame for their Geneva Gin or ‘‘Squareface.’ 
Later they began producing brandy-base liqueurs main- 
taining the same high excellence achieved with their 
Geneva Gin. While these products enjoy a wide popu- 
larity abroad, and among the discriminating classes in 
our own country, their cost has prohibited their being 
enjoyed by the masses. By joining forces with National 
Distillers, and erecting a plant in the United States, 
under the constant supervision of a Dutch distiller, in 
accordance with the identical formulas used in the de 
Kuyper distilleries at Schiedam and Rotterdam, the 


The holiday and gift miniature bar package used 

this season by John de Kuyper & Son to introduce 

and popularize their world famous liqueurs to the 
American public 
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American public is now able to secure and enjoy these 
fine old world gins and liqueurs at domestic prices. 

There is ample evidence that drinking habits in the 
country are changing, and while there are still plenty 
whose palates are uneducated to the finer liqueurs, and 
whose sole judge of anything to drink lies in its un- 
mistakable ‘‘kick,’’ there are many who will now take 
advantage of the de Kuyper liqueurs at their popular 
prices. While liqueurs are at their best when sipped 
slowly after dinner, they mix well in cocktails, fizzes, 
tickeys and other cooling drinks, and offer new taste 
delights to palates which are tiring of the monotony 
of the sameness of drinks which owe their popularity to 
the Prohibition era. 

This new miniature bar package offers an excellent 
combination of three justly popular varieties, and retail- 
ing for less than five dollars, it should be seen and pur- 
chased by large numbers of consumers who seek some- 
thing different and distinctly better for the holidays. 

While other types of alcoholic beverages use more or 
less standardized bottles, cordials are packaged in ir- 
regular and beautifully shaped bottles, to which they 
owe the prominent space afforded them in window and 
counter displays. Suggestions for building unusually 
attractive holiday window displays around packages 
such as this miniature bar are readily available and have 
proven both attention-arresting and profitable. From 
the retailer's selfish viewpoint, this package encourages 
a larger unit sale than is frequently made. 

As an effective means of introducing the new miniature 
bar package the company used a full color page advertise- 
ment in Esquire, using a clever copy appeal: ‘‘Give it to 
one you secretly love, as a discreet hint of your affec- 
tions; give it to one you secretly despise, as a subtle 
indication of your superior taste in all things; give it to 
one you respect, as evidence of your veneration. Above 
everything, give it to yourself because it is so very nice 
to have around the place.” 

A colorful descriptive booklet is enclosed with each 
package, not alone illustrating and describing each of 
the de Kuyper liqueurs but giving recipes for both before 
and after dinner, such as: Sloe Gin Fizz, Side Car 
Cocktail, White Lady Cocktail, Alexander Cocktail, 
Stinger Cocktail and de Kuyper Pousse Cafe. Attrac- 
tively printed counter cards complete the special pro- 
motional material planned for this holiday merchandis- 
ing, which should secure wide recognition and patronage 
for this appropriate gift item of famous liqueurs. 

Credit: The complete advertising tie-up was planned 
by the advertising agency of Lawrence Fertig & Com- 
pany, Inc., development of the gift package executed by 
the advertising department, National Distillers Products 
Corporation, with manufacturing operations being 
carried out by G. A. Bisler, Inc. 














































































































































































































































































































































































































































































































































































































































































































































































































DURING AND AFTER MEALS... 
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Senate o Uyewm. ESTY & COMPANY. Inc.-@ LITHOGRAPHED by FORBES 









Insuring DISPLAY INVESTMENT 


FTER you have conceived and developed a display that is 

striking, dominating and attractive, be sure that the litho- 

graphed reproduction retains all the character and appeal 
intended for that display. 





Let FORBES produce the display; with craftsmen and modern, 
precision equipment that will assure faithful, quality reproduction. 


& 
Such insurance costs 4o little! 


a - - - LITHOGRAPH CO. 


NEW YORK e@ PHILADELPHIA @ ROCHESTER @ CHICAGO eo DETROIT e CLEVELAND 
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THE MANUFACTURER who is spending thousands of 
dollars annually on display material and other thousands 
of dollars distributing it and trying to persuade dealers 
to use it, has sometimes been discouraged by stories fre- 
quently recited to the effect that dealers’ cellars are filled 
with unwelcome material that will never be used. Con- 
trasting this picture, it is our purpose to present some 
definite stories where retailers are clamoring for certain 
types of displays, brought about largely through the 
tremendous success of radio advertising. 

Retail outlets, in general, are keenly interested in the 
advertising done by the manufacturers of the products 
they sell, and just how much dealers benefit by national 
advertising depends upon the tie-in they are able to make 
with it. A survey by the Psychological Corporation 
for the National Broadcasting Company to determine the 
relative effectiveness of major advertising media, con- 
ducted among 1803 retail dealers composed of druggists, 
grocers and gasoline stations, both chain and indepen- 
dent, in 26 cities and towns throughout the United 
States, disclosed that 70.3 per cent of the druggists, 62.3 
per cent of the grocers and 63.2 per cent of the gasoline 
stations considered radio the most helpful advertising 
medium in selling their merchandise. If then, roughly 
65 per cent of these retail outlets are interested in radio 
as the best advertising medium, it naturally follows that 
they will also be interested in display material that ties 
in with radio programs. 

Substantiating this theory are the results of a ques- 


tionnaire sent by the Merchandising Division of National 
Broadcasting Company to a picked list of 500 of the bet- 
ter druggists in 25 cities in the eastern part of the coun- 
try. Among other things, these druggists were asked 
what wording and design they would prefer on window 
and counter displays prepared as point-of-sale reminders 
of merchandise advertised by radio. Of the 18.6 per cent 
that replied, 76 per cent expressed a desire for pictures of 
radio personalities; 56 per cent wanted pictures of the 
product; 51 per cent wanted space for price and 51 per 
cent wanted pieces on which they could display the ac- 
tual merchandise. It was also learned from replies that 
the preference for counter cards and window displays is 


Left: Amos n’ Andy in black-face add interest to 
counter display baskets filled with Pepsodent 
products. Below: Dealers invariably find space 
for colorful posters, cutouts and display cards 
featuring Irene Rich, radio star on the Welch 
Grape Juice program 



















































~ 


7 . 





ha 


i 2 
re 





| = 
a4 





Above: Window displays tied in with radio 
programs were instrumental in securing sales 
increases of 10 to 100 per cent on 91 of the 
radio advertised products featured by a Wor- 
cester department store. Directly below is 
shown an interior display in the same store 
identifying products with radio personalities. 
ight, below: Complete window display 
lithographed in full color introduces the entire 
cast of Campana’s ‘First Nighter’’ program 


rather evenly divided with a slight leaning toward win- 
dow displays. In addition to answering questions asked, 
one-third of the druggists sent in suggestions of their 
own for effective radio tie-in material. 

Dealers know from experience and observation that 
people have an enormous bump of curiosity. They want 
to see what their favorite radio stars and announcers look 
like. Therefore, by combining photographs of per- 
formers and announcers with the advertised product, the 
dealer succeeds in attracting attention to his windows. 
Passersby look, comment, and are often reminded that 
they need a supply of the product featured, and a sale is 
made. Some retailers are so thoroughly convinced of 
the value of such displays that they have proceeded on 
their own initiative to take advantage of this condition. 
The sanctum sanctorum of the National Broadcasting 
Company is over-run with inquiries and letters from such 
stores. They ask where display material of the desired 
type may be secured, and then after trying out their ideas, 
they write long enthusiastic letters about the results ob- 
tained. And the true stories they tell make significant 
reading for radio advertisers who are interested in mak- 
ing their radio advertising pay. Let’s take a look at a 
few of these and see just what is going on. 

The owner and manager of two drug stores in Clinton, 
Ohio developed the idea of featuring radio windows in 
his stores. He chose ten radio advertised products 
in stock and built his windows around pictures of radio 
entertainers together with the products with which they 
are identified. The windows were left in for two weeks 
and during that time sales jumped from 30 per cent to 
120 per cent on the various items. No newspaper ad- 
vertising or any other form of promotion was used. 
The window and inside displays tying the merchandise 
in with the radio programs were given full credit for the 
happy results. 
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The proprietor of a radio repair shop in Philadelphia 
increased his business in sales of radio tubes and service 
by 30 per cent in two weeks’ time by installing a win- 
dow of photographs of radio stars and announcers. It 
sounds a bit like black magic but the answer is quite 


simple. Eight out of ten people who passed the window 
stopped to look and pick out the different entertainers. 
Simultaneously they were reminded of some defect in 
their own radio that precluded their full enjoyment of 
these artists and set about remedying it immediately by 
stepping into the store for a consultation. 
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The fellow in a retail store is right on the firing line 
and this probably accounts for the fact that he sometimes 
seems more interested than the manufacturer in pushing 
certain products. Because his store may be small, his 
original ideas and suggestions are cften overlooked or 
ignored even after he has taken the trouble to send them 
along to the advertiser. But it should be remembered 
that although such retail outlets may be small in matter 
of volume to the manufacturer of a nationally adver- 
tised product, the countless numbers of them scattered 
throughout the country amounts to an appreciable total. 
An original thought from one of these stores no doubt 
would appeal to the entire lot, so that any suggestion 
emanating even from the least of them deserves careful 
consideration and cooperation from the manufacturer 
who spends advertising money on the air. 

Since department stores, other than chain stores, are 
natural outlets for almost any manufacturer’s merchan- 
dise in large quantities, and since these stores are usually 
the most difficult spots in which to get display material 
used, it is interesting to note that the department store 
has become aware of the unlimited possibilities of a tie- 
in between their own promotions and radio and that they 
are beginning to capitalize on this tie-in through timely 
displays. One of the two largest department stores in 
Erie, Pa. did an outstanding job along these lines. Ap- 
preciating the enormous amounts of money being spent 
by manufacturers to advertise nationally known prod- 
ucts, many of which the store carried, it was decided 
to cash in on this advertising and make it react to the 
benefit of the store as it was intended to do. Hesitant 
at first as to just what form these tie-ins should take, it 
was finally decided to test the theory that people want to 
see personalities heard regularly via the radio, and a 








window featuring photographs of announcers was in- 
stalled as sort of a preliminary feeler. The result was 
amazing. Scarcely a person passed the window with- 
out stopping to look; and one man asked if he might 
take the pictures home to show his mother who was ill. 
With this true indication of the reception accorded such 
display material, the store planned consistent tie-in 
efforts using window and counter displays, wall notices 
and elevator signs. A portion of each newspaper ad was 
utilized to suggest a list of entertaining radio programs, 
and prominently placed in each ad was a small cut of a 
microphone. 
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The Lucky Strike ‘Hit Parade” pictorially presented 
(above) in a window display that simulates rich old 
parchment and wood. Red ribbons point to 
important focal spots also act as a color accent. 
Produced for American Tobacco Company by 
Einson-Freeman Company, Inc. Fibber McGee 
and Molly root for Johnson’s products on counter 
and window display cards lithographed in bright 
colors. Left: Bing Crosby's smiling face and 
mention of the Kraft Music Hall radio program 
focuses attention on Kraft products in dealer's 
display basket 
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BAR es DANCE 


Popeye, on the air for Wheatena, appears in color on a huge litho- 
graphed window display. Cutouts of Eddie Cantor at gasoline 
and service stations brought a large radio audience for the opening 
broadcast of the Texas Company’s new radio program. Colorful 
window displays, lithographed by Forbes Lithograph Company, tie 
in Alka-Seltzer with the Barn Dance program. Counter or window 
display featuring Walter Winchell who tells all for Jergens--Wood- 
bury Sales Company 
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To accurately determine actual sales 
increases in specific products, a series 
of special ‘‘weeks’’ were planned se- 
curing the cooperation of the adver- 
tisers to supply tie-in material. These 
specials covered a period of seven weeks 
and the seven products presented 
through window and counter displays 
and other advertising showed 25 per 
cent to 300 per cent increases in sales 
over a similar period the preceding 
year. Of the 27 radio advertised prod- 
ucts handled, 20 were given incidental 
tie-in which resulted in an average 
sales increase of 11.1 per cent over the 
same period the previous year. Only 
a normal amount of newspaper adver- 
tising was used, but the store itself 
flaunted window displays and depart- 
mental signs connecting the product 
with the radio program. 

Another department store, in Wor- 
cester, Mass., selected 29 radio adver- 
tised products from its merchandise 
and planned appropriate window and 
interior displays identifying the radio 
entertainers associated with the prod- 
ucts. Newspaper advertising called 
attention to the promotion and_ for 
four days, while one of the worst floods 
in history was raising havoc in that 
section, sales showed increases of 10 
per cent to too per cent on 21 of the 
products, based on business done during 
corresponding days a year ago. 

A third department store in Galves- 
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ton, planned a radio tie-in for toilet goods on which, 
because of price cuts, it was difficult to get enough 
direct response to pay for advertising. The store con- 
tacted nineteen advertisers, nine of whom actually 
cooperated though 10 products were tied in. The store 
window given over to the radio personality display 
provoked a surprising amount cf interest and a satis- 
factory increase in sales resulted even though prices were 
not reduced a single cent. The store consequently plans 
to continue this type of tie-in indefinitely relying, of 
course, on the willingness of advertisers to supply the 
display material required. 

The experiences mentioned indicate that dealers are 
vitally interested in really well-planned display material 
and explains to some extent why they are sometimes 
over-critical and stubborn in refusing space in their win- 
dows and on their counters for material they consider 
ineffective. There is little space available for displays 
which are slapped together and look as though they 
had been wangled down a few cents to be squeezed out 
of a tight fitting budget. These are the kind that con- 
tract claustrophobia in a crowded cellar. 

So much for the dealer himself. Now, let’s look at 
this thing from the manufacturer's point of view, and see 
how some of them feel about helping their dealers reap 
some of the benefits of money they are spending on theair. 

Perhaps one of the best-known and most widely 
quoted radio teams on the air is Amos n’ Andy who for 
many years have carried on for the Pepsodent Company. 
Their pictures, in black-face, appear on display baskets 


Joe Penner, pictured on display cards and window 
streamers, invites his public to listen in on his new 
Cocomalt program. A window streamer identifies 
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distributed among dealers and it has been the experience 
of this company that dealers show plenty of interest 
in this type of display. The company also tells us that 
definite tests in certain areas show increased sales of 37 
per cent. 

The Pepsodent Company recently announced a contest 
offering prizes of Government Baby Bonds and cash to 
participants who suggest the most suitable name for 
Amos’ and Ruby’s baby. At least one sizable chain 
store in New York has taken advantage of the contest to 
install a large window of Pepsodent products grouped 
about life-size cut-outs of Amos beaming proudly, Andy 
with his inevitable ‘‘seegar’’ stuck in his mouth looking 
a bit dubious and Ruby all gathered around a bassinet 
in which reposes a chubby baby doll. Placards outlin- 
ing the contest are prominently placed and the window 
serves as a reminder to passersby of the contest and 
creates interest in those who for one reason or another 
have not heard the offer over their own radios. 

Bristol-Myers Company, sponsor of the Town Hall 
Tonight radio program featuring Fred Allen, writes, 
“We do tie-in our dealer displays with radio advertising 
and our schedule calls for two radio displays annually, 
one in the Spring and another in the Fall. We attempt 
to carry out the atmosphere built around the program in 
the treatment of display material to the extent of show- 
ing acommunity meeting place known as Town Hall and 
featuring the different personalities participating in the 
Town Hall Tonight program. Dealer cooperation is 
exceptionally good in the use of (Continued on page 64) 


Walter Winchell with the Jergens product. 
Woodbury reproduces action shots of Paul White- 
man and his gang on window and counter displays. 
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Illustrations shown on this page show the component 
displays which make up the campaign that Anheuser- 
Busch is now launching among dealers. These dis- 
plays are as follows: 

1. Double-faced flange sign (patented) 

2. Metallic foil reflector display (patents pending) 
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From the design of the can itself to the 
“class” of what is probably the most com- 
plete current dealer display plan for a 
new package, the entire atmosphere of 
the Budweiser display campaign is based 


on a jewel-like glorification of the product 


Genuine 


Budweiser 





Double flasher “De Luxe” display with celluloid 
Giant can display stand (patents pending) 

Triple flasher ‘De Luxe” display 

Window display with three-dimensional can in gold 


Jumble tray floor stand (patents pending) 











“TIFFANY” KEYNOTE 





An interview with GEORGE F. TILTON, Advertising 
Manager, Anheuser-Busch, Inc., by FRANCIS D. 
GONDA, Vice-President, Einson-Freeman Co., Inc. 


“WE WANTED to take the Budweiser can from the 
kitchen table and make the hostess proud to serve it on 
the dining room table,’ explains George F. Tilton, ad- 
vertising manager of Anheuser-Busch, Inc. ‘‘In the 
same way we wanted to turn the dealer from a reluctant 
accomplice in the manufacturer’s maneuvers to secure 
free ‘poster space’ in the window into a proud partner 
and collaborator. 

‘The only way to do this, in our opinion, was to 
recognize the better dealer’s pride in his establishment 
by giving him a genuinely ‘Tiffany’ type of window— 
to take a leaf from the book of the highest class of 
exclusive jewelers. So we, quite literally, went on the 
‘gold standard.’ From the golden can for what the 
poets called the ‘golden brew’, to its giant replica for dis- 
play purposes, we made as lavish use of gold leaf as the 
famous French king on the Field of the Cloth of Gold. 
And don’t forget for a minute that, in the eyes of both 
the public and the dealer, gold still stands as the symbol 
of quality, costliness and worth. 

‘While the entire campaign was set in a superior key, 
ranging from material for the small neighborhood store 
to the highest type of retail establishment, there was a 
definite plan of segregation which would concentrate 
the heaviest ‘artillery’ of the campaign on the locations 
where it would be most effective. Instead of providing 
the same material for all classes of dealers, we wanted 
to take advantage of the better locations and, conse- 
quently, far larger circulation of the Class A stores. 
We therefore provided two ‘de luxe’ displays for such 
stores. They were made more acceptable to ‘class’ 
dealers by actually using the Tiffany idea of leading the 
eye to a single product on a pedestal, with no more than 
two others flanking it, one on each side. 

‘But we did not stop there. To make the most of 


the enormous total of ‘sidewalk circulation’ reached by 
the best-located outlets, to get the largest possible per- 
centage of passers-by to stop, we used every possible de- 








vice to enhance the attention-value—the arresting power 
cf these de luxe displays. 

“Size large enough to dominate the window. IIlumi- 
nation in the form on double and triple flashers, alter- 
nately or simultaneously lighting the product and the 
illustration or name. ‘Pluses,’ like gleaming red foil 
behind the name Budweiser and a royal blue foil behind 
the golden can to catch and reflect the light. Three- 
dimensional effects, like a beer glass of curved clear celu- 
loid, to enhance the realistic effect of the display and 
intrigue the interest of both consumer and dealer. _Inci- 
dentally, even the smaller ‘girl with the glass’ display 
(tying up with the 24-sheet posters) for the average 
dealer, partakes of this de luxe quality with its three- 
dimensional enlarged replica of the can in gold bronze. 

“Nor were we satisfied with just general publicity 
or free poster space in the window, but planned a thor- 
ough and vigorously merchandised ‘follow through’ in- 
side the store, with due regard to practical retail require- 
ments and the physical limitations of the average grocery 
or delicatessen store. First, we had a combination of 
Jumble tray and floor stand, the base of which was a 
giant replica of the can, and the inverted-cone shaped 
tray held a case or more of cans. This formed the basis 
of the ‘Treasure Island’ display where counter space was 
not available. 

‘In order to secure counter space we used a beautiful 
replica of the can, lithographed in metallic gold, which 
was provided with a double bottom and lid that enabled 
it to serve a useful purpose on the counter as a pedestal 
or stand for cans or other related merchandise. Both 
the floor stand and counter size show the label on both 
sides of the can, and the arrow, which may be inserted 
into the counter stand, also duplicates the message on 
both sides. 

‘For stores where space is even more at a premium, 
we have, for one, a very effective little single-can bull’s 
eye display, with a royal blue metallic foil reflector to 
set off the gold of the can. For another, we have a 
double-sided flange sign which can be stuck on doors, 
shelves or columns—on glass, metal or wood—wherever 
there is a little space available. 

‘‘Thoroughness has been the Anheuser-Busch policy— 
whether in brewing or merchandising—for more than 
three-quarters of a century, and, judging by the trade’s 
reception of this dealer display campaign, it certainly 
brings results in Budweiser sales!”’ 
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The Perfect Mixer’ is the central theme for the American 
advertising campaign being conducted on Rose’s Lime 
Juice, made by L. Rose & Company, Ltd., of London, in its 
new plant at Bloomfield, N. J. The window display 
card illustrated, together with new labels, are produced 
by The Forbes Lithograph Company, while the special 
design bottles are made by Owens-Illinois Glass Company 
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Self-service is encouraged by the new floor display stand, 

containing three different packages in which Krueger beer 

and ale are marketed. The giant size K-man trade mark 

serves both as a striking poster and as an immediate point of 

identification. Designed and lithographed by Einson- 
reeman Company, Inc. 


The William S. Merrell Company obtains preferred atten- 

tion for its products by means of an unusual counter dis- 

play stand. The several products are protected by 

Kodapak, held in place by strips or bands of chrome-plated 

steel. This display was designed and produced by the 
Ludlow Manufacturing Company 


Coolness—the dominant appeal of Spud cigarettes—is 

effectively brought out in the center pieces of a new five- 

card window display, now being used by the Axton- 

Fisher Tobacco Company. Designed and produced by 
Zipprodt, Inc. 


Unusual interest has been aroused by the window display, 

now being used by Frederick Stearns & Company, depict- 

ing a typical drug store back in 1885—a full color, litho- 

graphed reproduction of an oil painting done by Abbott 
Graves 


i Life Savers displays command permanent positions on 
ee prominent counters for two good reasons: Designed to 


| “a Typical DRIG"STOPE WHERYthe" hous t . 
rs meSteamhAalCompeney , —_ meet the needs of alert dealers who must offer their cus- 
Wi was tollded 1855 we 7 tomers a wide variety of nickel confections, one of which 


will be Life Savers; remain attractive in all seasons, be- 

cause the display cards may be changed at certain inter- 

vals, each featuring one of the Life Savers flavors. These 

sales builders were produced by The United States 
Printing & Lithograph Company 


|, COME INSIDE TO SEE A WODERN'DRUG STORE 
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Action, color and illustrations have been combined in an 
illuminated window display featuring Abbott vitamin prod- 
ucts. Each time the fishing boat rolls to the right, a halibut 
is drawn out of the water into the boat. Designed and 


lithographed by the E. F. Schmidt Company 


Portable animation and interchangeable photographic en- 

largements are the features of the Agfa de luxe traveling 

display, made of plywood and chromium metal, finished in 

white, blue, orange and silver lacquers. A battery oper- 

ates the turntable, eliminating the necessity for cord and 

outlets and simplifying its display. Designed and pro- 
duced by Kay Displays, Inc. 


Many ways in which Penorub may be used are illustrated 

in the window display used by Plough Inc., and designed 

and produced by Palmer Advertising Service Division of 
U.S. Printing & Lithograph Company 


The Goodrich Round-Up window display is credited 

with a 20 per cent increase in tire and accessory sales over 

any previous display used. The main display panel i 

made of new corrugated stock, utilizing six colors. Cre- 
ated and produced by United Displays 


By featuring a message helpful to the dealer—"’Let us 
solve your Christmas gift problems’’—Alka-Seltzer assures 
space for its new display in windows crowded with 
holiday merchandise. This display was designed and 
lithographed by The Forbes Lithograph Company 
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MECHANICAL “EYE ARRESTERS” 


By means of which manufacturers in all lines 
give their window displays greater attention- 
arousing powers 


ONE of the standard tricks of the old-time pharmacist— 
in the line of window displays—was to fill a jar with pills 
or capsules and offer a prize to the one guessing most 
closely the number of units in the jar. It was a good idea 
as far as it went. And it brightened up the heart of 
many a druggist who watched the home-towners stop 
and stare. But it had an awful backfire. For, instead 
of coming into the store to purchase pills or sundries, the 
boys usually went over to the barber shop, where chair 
space was to be had for the taking, and there discussed, 
interminably, the problems raised by the town’s most 
progressive business man and his ‘‘who-knows-how- 
many’’ pills. 

So, too, with present-day, manufacturer-sponsored dis- 
plays. It is still the main duty of a display to do a sell- 
ing job, both for the merchant, whose window space it 
rents and pays for with sales, and for the manufacturer 
who grub-stakes it in the hope of an ample return. 

Yet, despite this major aim, the secondary aim of at- 
tracting the roving eye is ever-present and—sad to re- 
late—must be accomplished before sound merchandising 
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can take its effect. Thus, while making certain that his 
display contains a sufficient quantity of sound merchan- 
dising appeal, to induce the potential customer to get 
within hailing distance of a sales clerk, the manufacturer 
must first face the problem of bringing the aforemen- 
tioned potential customer within hailing distance of his 
display, as a first step toward possible sales. 

In many cases, this problem solves itself in the solving 
of the major problem. Many products, of specialized 
appeal will, by their mere appearance, attract consumers 
in need of just such products. Thus, point a fisherman's 
nose toward a display of new reels and a picture of big 
bass, and your sale will depend only upon the quality of 
your merchandise and the state of his pocketbook. Im- 
pulse purchases are easily aroused when you put the 
““impellent’’ (the product to you) into contact with the 
‘‘impellee’’ (another name for Mr. and Mrs. Potential 
Consumer). 

But many other products are displayed and advertised 
year in and year out. The consumer’s mind has become 
jaded to their names; his eye sees, yet does not see, the 
package, the copy, the pictures and the display. And 
the manufacturer, who might be content to let his dis- 
plays serve as billboards and to capitalize upon a build- 
ing-up of long term consumer habits, must remember 
that, as far as display is concerned, he is renting it from 
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Four displays at top show how various motions 
are used to arrest attention, while on the right 
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a merchant whose only criterion of income is the ringing 
of his cash register. The man who owns the window 
isn’t interested in long term trends. 

Thus, in the case of cigarettes, film, hair tonics and 
hundreds of similar products of everyday appearance and 
use, the problem starts with creating an unusual appear- 
ance in the display and through that to an unusual in- 
terest in the product. 

Often enough, when an interesting copy angle has been 
achieved, the consumer will be attracted to the display 
without the use of any device other than those which are 
naturally called for by the copy slant and the product; 
in short, other than color, illustration, sales message and 
package. More often, however, some device is needed 
to bring the consumer in toward the window from the 
far side of the sidewalk—to make him or her gather 
around the window and gaze until the message shall have 
had a chance to be read. Perhaps the oldest form of 
puzzle, and still—from the display user’s viewpoint— 
one of the most successful, is some form or other of the 
optical illusion. 

Such illusions may take many forms—from the very 
complex mechanical motion display to far simpler and 
less expensive printed or lithographed units. Thus all of 
us remember the pouring bottle illusion in which a bot- 
tle, coffee pot or keg is suspended in the air, obviously 
another container set on the window base. All of us 
have, no doubt, quickly guessed that the secret lay in a 
pipe concealed within the falling liquid itself, but who 
has not been stopped, time and again, to see and marvel 
at this miracle? It attracts unfailing attention. 

More recently, many advertisers have found the public 


eagerly interested in the mechanics of a display in which 
a can or bottle seems to wander through an airy circle 
within a metal frame, without any visible means of sup- 
port. Again, even the dullest have guessed that the 
trick is worked by means of a revolving plate glass, to 
which the bottle or can is pivoted. Yet, what of that— 
we have all stopped and gazed, for a time at least. 

However, recognizing that each mystery has an appeal 
that wears out with time, and rather quickly in any given 
neighborhood, the average manufacturer will hesitate 
before investing too greatly in mechanical optical illu- 
sions. Can he then attain the same end without any ex- 
penditure other than that naturally accompanying the 
preparation of a printed, lithographed or silk-screened 
display? 

The answer is emphatically, “‘Yes.”’ 
companying illustrations show, there are dozens of dis- 
play ideas which use only the two dimensions of a printed 
surface to convey an optical illusion. The magic 
squares, the variable heights, the equal-distance puzzles 
and dozens of others—ranging from simple to complex— 
have been attracting and puzzling men since the day the 
first caveman first carved such a puzzle on the walls of his 
den. And they will continue to do so. 


For, as the ac- 

































































The problem is thus not so much one of finding an illu- 
sion to use as of finding a way to use one successfully. 
For it is not enough to attract the consumer and puzzle 
him fora moment. If that is all that is accomplished, he 
will proceed to do the big-city counterpart of walking 
into Sy Jenkin’s barber shop and discussing the pharma- 
cist's new trick. It is thus necessary to convert or modify 
the illusion used so as to relate it to the product being 
displayed, and thus to carry the passerby’s mind, gently 
but firmly, from the subject of illusions to the subject of 
soap, shoes or sealing wax as the case may be. 

Here, of course, the problems will vary in every in- 
stance. Yet that it is almost always possible to find a 
suitable and effective tie-up may be shown by a considera- 
tion of a few instances: 

A manufacturer confronted with the competition of a 
number of new, local cut-priced brands used the optical 
illusion in conjunction with the display-copy heading, 
‘Don’t be fooled.’ Here the transition is instant and 
obvious. 

Another manufacturer, attempting to show that his 
bread was bigger than any other available, proved his 
his own and two 





point by illustrating three loaves 


others—on a back panel and, by means of a small motor, 
moving a transparent screen before the three loaves. 
On each screen, in the proper place, was a series of lines 
so arranged as to make the two unbranded loaves seem 
larger and the branded loaf smaller. Then, when the 
motor dropped the screen out of position, the actual 
measurements of the three loaves were disclosed on rulers 
previously hidden by the screen and thus the consumer 
was convinced of the bargain nature of the baker’s loaf in 
comparison with others. 

In a third case, a cloth manufacturer sought to prove 
the non-fading quality of his product in comparison with 
others of cheaper grade. He accomplished this end by 
showing quarters of his own and other makers’ products 
alongside a printed color standard. A flashing light, 
simulating sunlight was made a part of the display. 
When this went off all the samples looked alike in color 
and matched the color standard. But, as soon as the 
light flashed on, the change in color of one of the samples 
was apparent. Suitable copy about the nonchanging 
features of the sponsor’s material completed the display. 

Thus, it will be seen that while the problem of finding 
an optical trick to attract the (Continued on page 68) 


Any motion at any speed can be used to arrest the consumer’s attention to window displays, 
such as the revolving tire, running water, moving truck and illuminated rotating radio dial 
motions, as illustrated below 
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WHEN CIGARS GO FEMININE 


by A. JOSEPH NEWMAN* 


THERE are two times in the year when the manufacturer 
of cigars must forget the strictly masculine appeal of his 
product and give thought to the ladies. One of these 
days is Father's Day. The second, and more important, 
is Christmas. The statisticians haven't got around to 
estimating just what percentage of cigars, sold by the 
box during the Christmas season, is purchased by women. 
But we do know that the percentage is entirely too high 
to be disregarded. For this reason, each Christmas finds 
Bayuk Phillies abandoning its familiar everyday garb 
for a colorful costume appropriate to the season. This 
is accomplished by enclosing the ordinary Phillies box 
in an all-over holiday wrapper. Should any of the boxes 
remain unsold after Christmas, the dealer has merely to 
remove the wrapper and return the box to his regular 
stock. 

This injection of the feminine element into cigar sales 
makes the selection of an appropriate design for the 
Christmas wrapper a rather neat problem in practical 
psychology. The design, of course, in subject matter and 
coloring, must appeal to the largest possible number of 
men who smoke cigars, and to men who buy cigars for 
Christmas gifts. But, in addition, the design must also 
attract and please the woman buyer and meet her idea 


* Vice president and general sales manager, Bayuk Cigars Inc. 
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All Phillies advertising is built around the 

Christmas package—using lithographed window 

and counter displays, and store window and 
24-sheet posters 


of what a man would like. As a result of this double 
(and somewhat paradoxical) requirement, many designs 
for the Phillies Christmas wrapper are considered and 
rejected before one is finally chosen. 

This year, the design selected is an illustration, in 
seven colors, showing a father and two children, laden 
with packages, setting out from their home on Christmas 
eve. This occupies the top of the wrapper except for 
a gold frame and panel carrying the brand name. The 
sides, ends and bottom are green. (Continued on page 67) 
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RADIO AS A DISPLAY MOTIF 


(Continued from page ss) radio displays and it seems 
that dealers are more willing to tie-in with radio 
advertising than they are with any other medium of ad- 
vertising. Window displays enable the dealer to pic- 
ture in his windows the radio personalities appearing 
on our broadcast and in many cases drug stores have set 
up radios for the convenience of customers in listening-in 
to popular programs in the store. We have traced defi- 
nite sales results from the use of radio displays in drug 
stores and a large number of druggists write us volun- 
tarily complimenting us on the type of radio tie-in dis- 
play material we furnish and its effectiveness in stimulat- 
ing sales.”’ 

In preparing its latest radio display which is now be- 
ing distributed to drug stores, Bristol-Myers has gone a 
step further by making it possible for the dealer to give 
his customers a miniature reproduction of Town Hall 
as a souvenir with every purchase of Ipana and Sal He- 
patica thereby merchandising the radio program for im- 
mediate sales results. 

We are told by the Welch Grape Juice Company who 
has been advertising over the radio continuously for the 
past three years that, ‘During this time we have con- 
sidered it most important to merchandise the broadcasts 
by dealer tie-ups of displays and newspaper features. 
Displays of the product itself, supplemented by various 
posters, cutouts and other display cards illustrating 
Irene Rich, our radio star, and using selling copy along 
the lines of that used in broadcasts seems to be most ef- 
fective. Dealers are pleased to tie-in with cur radio 
program for they realize that by thus localizing the na- 
tional advertising they are bringing extra profits to their 
stores. The steadily increasing Welch sales and the 
equally increasing number of successful sales by dealers 
confirms our belief that dealer tie-ups are the only means 
of securing full value from the radio advertising cam- 
paign.”’ 

Beautiful Irene Rich who frankly admits she will never 
see forty again has hosts of admirers who can always be 
depended upon to stop and look any time they see her 
picture displayed, which no doubt accounts for much of 
the success of this company’s display material. 

“We have always felt,’’ writes Vick Chemical Com- 
pany, ‘that there should be a point-of-sale ‘reminder’ 
on our radio programs. We have used counter stands 
with major emphasis on the radio program and the talent; 
window stickers carrying the same copy and stickers for 
use on the back bars of soda fountains in drug stores. In 
our window displays we do not include our radio pro- 
gram in the main display but we usually include a win- 
dow sticker and a counter stand which carry the radio 
story. As to dealer cooperation, we find that we get a 
fairly high percentage of druggists to use them. The 
smaller the town, the more druggists use them; percent- 
age lowering as the population of the city increases. 

‘In our experience we have found that dealers like 
this form of tie-in and they seem to prefer something 
which shows pictures of the talent, the name of the pro- 
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gram, the station and the time of broadcast with inci- 
dental mention of the product or products advertised. 
We have not made any check-up to see whether or not 
such tie-ins result in direct sales. Our use of such ma- 
terial leads us to believe that it is an important factor in 
our advertising and merchandising activities and because 
we do get a high percentage of cooperation, it is reason- 
able to assume that the store helps do publicize our pro- 
gram and possibly act as reminders to customers going 
into drug stores to buy our products.”’ 

The Pacific Coast Borax Company, manufacturer of 
20-Mule Team Borax Products, in answering our ques- 
tionnaire says, ‘Practically all of our dealer material and 
consumer literature such as window displays, posters, 
folders, etc., make it a point to tie-in with our radio pro- 
gram. Dealers seem to be very responsive when they 
recognize an item as being radio advertised. Apparently 
for that reason, we find dealers more responsive to the 
use of any material featuring radio advertising. Dealers 
are likewise featuring our products and the radio adver- 
tising in their local newspaper and circular advertising. 
Probably more so than if our articles were simply gener- 
ally advertised without having a radio feature.”’ 

From American Tobacco Company comes this informa- 
tion: ‘We tie-in our dealers’ displays with our radio 
advertising only occasionally. The reason we do it only 
occasionally is that we put out, roughly, five or six win- 
dow displays in one year, which displays are designed to 
tie-in with the back cover advertising we are doing in 
magazines, and we feel that this tie-in is a more impor- 
tant one for us to make than the radio tie-in. It is our 
belief that dealers do like a radio tie-in better than they 
do a tie-in with back cover advertising, but we have no 
facts to back up this belief. Our guess is that if they 
prefer the radio tie-in, it is because they believe that radio 
advertising is more local in effect than national magazine 
advertising.” 

The Jergens-Woodbury Sales Corporation has two types 
of display material; one, a general display for window cr 
counter; two, a display definitely tying-in with radio 
programs. This company writes: ‘‘Although we have 
nothing definite to go on here, it is our opinion that deal- 
ers do prefer the tie-in point-of-sale display. They seem 
much more interested in what we are doing in the radio 
field than in the magazine campaigns we are carrying on. 
They seem to be more willing to tie-in with radio pro- 
grams than to merchandise our products with other dis- 
plays.” 

Kraft-Phenix Cheese Corporation definitely ties-in its 
Kraft Music Hall radio program with the product, both 
in the retail store and in the consumer’s home. Pictures 
of Bing Crosby, star performer on the program, appear on 
caps of various products sold in glass jars and as inserts 
in boxes. Dealers are supplied with cards, cut-outs, 
posters, display baskets and window strips which carry 
mention of the program and frequently special display 
pieces that feature Kraft Music Hall talent. ‘‘We do 
get dealer cooperation on these displays,’’ writes the 
Kraft-Phenix Cheese Corporation. ‘‘But that is not the 
entire story. We get unusually fine cooperation on all 
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Kraft displays whether tied-in with radio or not. We 
doubt that we get any better cooperation when the radio 
program is specifically featured ina store display, but we 
do know that our radio advertising has played a very 
important role in the merchandising of Kraft products.”’ 

In answer to our question, “‘Do dealers like radio tie- 
in better than displays of a more general nature?’’ we 
received this reply: ‘Frankly we don’t know. Kraft 
does an intensive merchandising job in connection with 
all of its advertising which is so closely related; tied-in 
with periodic sales drives, radio, color pages in the 
American Weekly, black and white newspaper schedules, 
24-sheet posting, and color pages in magazines that it 
would be hard to determine just what part of the entire 
program influences the dealer most to feature Kraft prod- 
ucts. We know from experience that Kraft radio ad- 
vertising works fast, which has been demonstrated to 
dealers all over the country in a very practical way. 
They cooperate with special displays of our packages in 
prominent locations and they get excellent results.”’ 

Campana Sales Company says, ‘We do tie-in many of 
our dealer displays with our radio advertising. On 
numerous occasions we have devoted a complete window 
display to the ‘First Nighter’ in the Little-Theater-Off- 
Times-Square, showing the complete cast of the show in 
stage center. In others we have prominently featured 
the various stars of our ‘First Nighter’ and our ‘Grand 
Hotel’ broadcasts. We have likewise produced counter 
cards featuring our radio performers. On one occasion 
we used Don Ameche, the leading man on our ‘First 
Nighter’ program, on a billboard advertisement that was 
used nationwide. 

“Certain dealers naturally react better to radio displays 
but on the other hand, this could be said of any display 
material. It is quite difficult to trace direct results from 
such displays that have been used. There are isolated 
cases where we could point to excellent result stories due 
to the use of tie-in material, but again there are equally 
prominent success stories that can be cited on behalf of 
other display material which has had no connection 
whatever with radio. Providing the basic idea, color 
treatment and design treatment is colorful and forceful, 
it is our feeling that practically all display material does 
the same kind of job.”’ 

Fibber McGee and Molly, two lovable and humorous 
radio entertainers introduced a year and a half ago by the 
makers of Johnson’s wax polishes, have made many 
friends for the company. Not only are their voices 
familiar to millions of listeners but their faces and cos- 
tumes as well, for Molly with a jaunty feather perched 
atop her black hat, and Fibber with his horn-rimmed 
spectacles appear on window and counter displays 
wherever Johnson's products are sold. ‘We believe we 
get quite good dealer cooperation in the matter of putting 
up these displays,’’ says S.C. Johnson & Son, Inc. ‘“‘It is 
significant that salesmen’s requisitions for displays which 
feature the radio show are always heavy and those of us 
who have the opportunity to get around among our 
dealers frequently have noticed that these radio displays 
are prominently in view in a great many stores. We 
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don’t know whether dealers like radio tie-in displays 
better than displays of a more general nature but we sus- 
pect they do, possibly because in many instances they 
listen to our programs, like them, and consequently, are 
quite willing to publicize them at least to the extent of 
putting up display cards we furnish free.”’ 

Salesmen of this company are supplied with fourteen- 
page radio broadsides to help them in presenting John- 
son’s advertising program to dealers, which emphasize 
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A full size, six color cut-out of Gracie Allen, who 
holds in one hand a can of Campbell’s tomato juice, 
in the other hand a card with a pertinent selling 
thought, stands behind a large drum reproduction 
of the package, which holds the actual product for 
decisive selling. Lithographed by Ketterlinus 
Lithographic Manufacturing Company 


the importance to local dealers of national radio adver- 
tising. In addition they include pictures of Fibber 
McGee and Molly together with other artists on the pro- 
gram and tell the story of Fibber and Molly in real life. 
One page is devoted to pictures of display material for 
tie-in purposes that may be had upon request. 

Standard Brands, Inc. writes, ‘‘We use window posters 
to announce a new program from time to time and some- 
times to publicize special offers which are being made on 
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the programs.’’ The company feels this sort of display 
is apt to be somewhat more interesting than standard 
advertising. 

In order to make their programs more interesting and 
as a check on the attention it is really getting, many ad- 
vertisers conduct contests or offer premiums to listeners 
who are asked to comply with simple rules outlined dur- 
ing the broadcast. Several of these advertisers have 
noted that response to radio offers increases when the 
offers themselves are displayed at the point-of-sale along 
with the product. Such displays usually carry a re- 
minder of the program on which the offer is made. 

In introducing its new radio program, the Texas Com- 
pany used cut-outs of Eddie Cantor at gasoline and ser- 
vice stations and followed them monthly with other dis- 
plays featuring Cantor and mentioning other entertainers 
onthe program. The Texas Company says of the prelimi- 
nary cut-out, ‘‘It certainly helped to bring us a large 
radio audience for our opening broadcast.’ 

The United Drug Company using local spots on special 
sales finds it important to tie-in all displays. This 
company has no difficulty in getting dealer cooperation 
on its special sale broadcasting. 

Although not on the air at the present time, Coty pre- 
viously tied-in dealer displays with the radio program by 
means of window and counter cards calling attention to 
the broadcast, and picturing Coty’s leading product 
symbolically. These displays were well received by 
dealers and direct results were uniformly satisfactory. 

These prominent manufacturers obviously consider the 
tie-in of radio advertising with display material of con- 
siderable importance since most of them have learned 
from experience that such displays are more often used 
and appreciated by their dealers. But, as in all things 
opinions differ, and we have letters from a number of 
equally prominent advertisers who apparently make no 
effort to connect these two advertising activities in any 
way though sizable sums of money are spent on each. 
Sixty per cent of the manufacturers to whom we wrote 
to obtain this information replied, and of this number 32 
per cent admitted frankly that they have no point-of- 
sale tie-in with their radio programs. Based on the 
experience of the other 68 per cent and the fact that an 
astonishing number of dealers write to the National 
Broadcasting Company every day requesting display ma- 
terial usually to tie-in with radio advertising programs, 
these manufacturers are missing a bet and by no means 
getting as much out of their radio dollars as they have 
every right to expect. 

It seems evident from examples mentioned that mer- 
chandising displays is very much a matter of finding out 
what dealers really want and giving it to them. The 
actual demand by the stores should indicate clearly that 
the difference between those displays which find their 
way into the dealers’ street windows and those which are 
rejected, is merely a question of intelligent planning and 
that tie-in with radio and other forms of national adver- 
tising is good display investment. If the merchandise 
is not being advertised on the air, then the manufacturer 
of such product must find a similar point of interest be- 











POWERED by 


peed Way 


FLEA POWER 


MOTOR ‘nother of this year’s 
outstanding displays 


created for Grunow 
Radios by H. J. Gilman 
and Co., Chicago. Done 
in canary yellow, royal 
blue and red, standing 
44” high and 28” wide. 
It visualizes “distance” 
—an illuminated world 
revolving in a universe 
of flashing stars. It’s 
a beautiful job  ani- 
m™ mated by a SpeedWay 
~ Type 9501 back geared 
ire, «6 motor. The complete 
motor unit including 
speed reducing gears 
weighs only 10 ounces 
—is easily supported by 
the card itself. It plugs 
into ordinary 110 volt 
C light circuit—no 
transformer, no batteries, 
no radio interference— 
nothing to “hook up.” 
Stars for nag § a 
° omplete Line o 
PARABOLIC CABINET DESIGN AUTOMATIC ANTENNA TUNING Speed Woy Display Mo- 
QUAL AUDIO CHANNEL ALL METAL TUBES tors and Turntables. 
SUPER HI-FIDELITY TRIPLE SPEAKERS 


sms SEOWAY MFG, CO. 


1865 S. 52nd Ave. 
CICERO, ILL. 





nuUncw 


INSTANT TELEDIAL TUNING FULL RANGE COLORFUL TONE 


TONE TESTED RESONATOR TRUE ALL WAVE RECEPTION 





tween his product and the store, to the consuming pub- 
lic, to meet this dealer preference for radio tie-in. 


WHEN CIGARS GO FEMININE 


(Continued from page 63) In promoting the sale of Phillies 
for Christmas, Bayuk doesn’t stop at designing an attrac- 
tive wrapper for the box. It follows through with 
outdoor poster advertising, window posters, inside store 
displays, and even lapel buttons for the retailers and 
their clerks. The 24-sheet poster advertising featuring 
the Christmas-wrapped box of Phillies is largely con- 
centrated in the big shopping areas—the places where 
people go when most receptive to Christmas gift sug- 
gestions. The ‘‘carry-through,”’ of course, is the direct 
point-of-sale tie-ups which Bayuk supplies to the retail 
stores which handle its products. 

Bayuk believes—and has always believed—that any- 
thing it does to boost cigar sales in general is good busi- 
ness for Bayuk. With the wide distribution and popular 
demand enjoyed by Bayuk brands, it is only logical to 
assume that any increase in cigar sales will be reflected in 
a cotresponding increase in the sales of Bayuk Cigars. 
Back of all Phillies Christmas advertising this year is 
the slogan: ‘‘Give cigars for Christmas.’’ The poster 
for the billboard advertising, for instance, carries this 
message in large display at the top, with a reproduction 
of the Phillies Christmas box and the wording: ‘‘Most 
men prefer Phillies,’’ underneath. The window stream- 
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ers for retail stores are replicas of the 24-sheet posters— 
therefore emphasize this urge to give cigars for Christ- 
mas. This same idea is carried through to the cards at- 
tached to the window and counter displays of Phillies 
Christmas boxes. Even the large lapel buttons, sup- 
plied to all Bayuk salesmen and jobbers’ salesmen as well 
as to retailers and their clerks, carry the wording: 
“Give cigars for Christmas.’’ Incidentally, Bayuk is 
advising the trade to get ready for the greatest Christmas 
cigar sales in years. We believe this for two reasons. 
First: More men are now smoking cigars because they 
have more money to spend; second, more people have 
money this year for Christmas gifts. 

Credit for the actual creation of all of the Bayuk 
Christmas campaign goes to the advertising agency, 
McKee & Albright, Inc., while complete lithographic 
production was done by The United States Printing and 
Lithographic Company. 


MECHANICAL ‘‘EYE ARRESTERS’’ 


(Continued from page 62) roving eye is a simple one, 
the problem is only half solved when that trick is found. 
The remaining half consists in finding a means of con- 
veying the consumer’s mind from the cleverness of the 
trick to a parallel truth about the product itself in rela- 
tion to other products, other claims or merely to false 
consumer-impressions. The technique is not a difficult 
one to accomplish and, when successfully planned and 
carefully executed, it provides an exceedingly interesting 
and effective form of display at a cost that need not be 
higher than that of any alternative type of unit. 

From times prehistoric, when danger lurked in moving 
things, man’s primal instinct, self-preservation, has 
taught him to attend that which moves. Attuned to be 
alert, because of fast-moving objects encountered in his 
daily life, motion of one kind or another may be used to 
provide that extra ounce of power which makes the suc- 
cessful display seen and read. 

In the application of motion or animation to the win- 
dow display almost any motion desired can be secured. 
Thus, as has been pointed out in a preceding paragraph, 
this motion may be vertical as in the case of the pouring 
bottle illusion, and further illustrated in the Dr. West’s 
display in which a small motor is used to rotate a glass 
cylinder, with wavy cast lines, giving the appearance of 
running water pouring down on the tooth brushes in the 
display. A variation of this is illustrated in the General 
Tire Company’s window display in which a motor- 
driven wheel with spokes is rotated behind the display, 
the shadow falling on the tissue paper automobile tire 
giving it the appearance of turning round and round, as it 
does on the road in actual car service. 

The interesting possibilities attainable through the 
use of horizontal motion are well shown in the Aero 
Mayflower Transit Company’s display in which cut-outs 
of automobiles, naturally including a Mayflower moving 
van, run across the terrain in realistic fashion. 

Circular motion is well illustrated in the case of the 
Grunow display in which the company dramatizes the 
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all-wave reception of its radio by a rotating transparent 

globe, with an electric bulb inside, and a flasher to make 
the stars twinkle. Note also the Zenith and Packard 

Radio displays, the former utilizing a disc which slowly 

rotates with the sales message showing through the 
opening in the front panel, while the latter uses a ro- 
tating transparent disc, behind which is an electric light, 
so that the ‘“‘dial’’ is not alone illuminated but is con- 
tinually in motion. 

The Masury Liquid House Paints window display 
represents a good combination of display unit, multiple- 
product showing, and circular motion, gained through 
the use of a turntable mechanism. The silk screen super- 
structure is divided into four sections, one can of paint 
being displayed in each, so that as this unit slowly ro- 
tates the products and sales messages are exhibited. 

The constant movement of the ocean waves offers still 
another opportunity which may be used to attract at- 
tention in window displays, and may be described as 
‘rocking’ or ‘‘ship-motion.’” In the ‘‘Pilot’’ Radio 
window display this simple mechanism makes the ocean 
liner rock up and down with realistic ship motion, a 
light in back shining through the port holes to complete 
the picture. Oscillating motions, either completely 
across an arc, or within certain confined areas, or the 
motion of a galloping horse, are other possibilities in 
animating displays. 

In the final analysis, the measure of success of any win- 
dow display lies not in its cleverness, or its use of mo- 
tion, color or illusion, but in its ability to favorably 
influence logical and potential consumers to a knowl- 
edge, acceptance and purchase of the product which it 
displays. Therefore, while the various methods illus- 
trated and described may arouse attention, unless that be 
intensified to the point where the consumer enters the 
store and makes a purchase, the display has not fulfilled 
its complete purpose. In planning displays, therefore, 
make your mission the selling of goods. 

And finally, remember that the impression created on 
the dealer will in a large measure determine the life and 
usefulness of the window display. Dealers are, of neces- 
sity, somewhat jaded as far as ordinary window displays 
are concerned, for they are the unwilling recipients of 
many such which never see the light of day in the dealers’ 
windows where their sponsors hoped they would be dis- 
played. But dealers are human beings, their interest 
and enthusiasm can be aroused, by the means already 
pointed out, and when they once realize that their cus- 
tomers will respond to the puzzle or animated display in 
much the same manner as they do, they will be ready— 
even decidedly eager—to give preferred space to the dis- 
play unit. 

Motion displays illustrated are the creations of the 
following display manufacturers: Dependable Printing 

Company; Display Products Company; H. J. Gilman 
Company; Kalasign Company; Magill, Weinsheimer 
Company; Pilot Radio Company and W. P. York Com- 
pany. All photographs furnished through courtesy of 
Speed Way Manufacturing Company, makers of Speed- 
Way motors which are used in all displays shown. 

















FOR ADDED 


SEAL YOUR PACKAGES WITH 


Armstrong’s METAL CAPS 


MART package designs can be made 
S even more effective through the addi- 
tion of attractive metal caps. By sealing 
their blue glass bottles with snow white 
Armstrong’s Double-Shell Metal Caps, 
the manufacturer of “Bleachaid” has 
achieved distinctive color contrast. As a 
result, these packages convey an impres- 
sion of quality and cleanliness that stimu- 
lates the desire to buy and use the product. 

In addition to their trim appearance, 
Armstrong’s Double-Shell Metal Caps are 
accurately formed to give dependable 
sealing protection. And they’re easily 
removed and replaced by the user. They 
may be obtained in a wide range of stand- 
ard colors—or specially lithographed with 
your own private design or trade-mark to 
harmonize with your label design. 

Give your packages the additional 
“‘sales-appeal” and tightly sealed security 
obtainable with Armstrong’s Double-Shell 
Metal Caps. Write today, for full in- 
formation, samples, and prices. Arm- 
strong Cork Products Company, 
Closure Division, 916 Arch 


Street, Lancaster, Pennsylvania. 
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EDITORIAL OPINION 


WHAT DO CONSUMERS THINK? 


If a manufacturer chooses, he can obtain, without re- 
course to an analysis of the sales of his product or any 
involved expense, ample reasons why his package should 
be changed from time to time. And such reasons may 
be secured in such a simple manner that it is surprising 
how seldom it is followed. Briefly stated, the method 
is merely that of forgetting for the moment that he is a 
manufacturer, and placing himself in the role of a con- 
sumer—the consumer of his own product. Somewhat 
difficult, you say, to forget his allegiance to that which 
he has produced and thereby unwillingly admit the pos- 
sible superiority or equality of his competitor’s mer- 
chandise. But in this respect he is pursuing no differ- 
ent a course, comparatively, than the average consumer 
who is swayed by advertising, established habits or 
other influences in his preference for certain brands or 
makes of products. To make a fair test, to give himself 
the full benefit of unfettered opinion, we advise that the 
experiment be tried in the confines of his local store— 
supplemented perhaps with a close scrutiny of the pack- 
ages which he finds in his own home. 

Once assuming the attitude of the consumer with 
respect to his package, he can discern any shortcoming 
far more readily and comprehensively than is possible 
in an ‘‘executive session,’’ in which he and his several 
department heads hold solemn conclave. 

We venture the thought that such an experiment, 
conscientiously applied, will bring the realization that 
all packages must be developed with but one under- 
lying motive—that of satisfaction to the consumer. 
Whether it be considerations of style, of convenience or 
any one or number of impulses that motivate buying, 
those are the elements which must be incorporated, 
subtly or forcefully, in the package which is the first 
contact that the consumer has with the product at the 
point of sale. 

How often, we wonder, has the manufacturer culti- 
vated that point of view, as regards his own package? 
He may have able counsel, but it is not unknown that 
those who have been asked to express an opinion have 
done so with the thought of ‘‘playing up’’ to a higher 
executive, and thereby giving a biased answer. Unless 
the mark of acceptance is placed on a package by the 
consumer, all other expression is unavailing. 


Get the Other Fellow’s Viewpoint 


The business of getting the other fellow’s viewpoint 
occasionally—in this instance, casting the manufacturer 
in the role of consumer—presents an angle which is as 
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old as time itself. Our particular job becomes a habit; 
it dominates most of what we do and what we think. 
Our routines are circumscribed; we look to others for 
information, and overlook the fact that often those 
things which are inspirational to our work may be ours 
for the taking—if we go and get them. And the strange 
part of it is that when we cut loose from that office desk 
or that particular job that confines our thinking, move 
out and rub elbows with the other fellow, we are amazed 
at the inspiration it brings, and wonder why we held out 
so long and stubbornly. 


Let the Manufacturer Unbend 


What consumers think is just about the most impor- 
tant thing that a manufacturer of packaged products 
should know. If he will be honest with himself—which 
assumes that he will unbend sufficiently from his manu- 
facturing ‘‘complex’’ to assume the status of the buyer 
of his own package—and, carrying the experiment a 
little further, ‘‘rub elbows’’ with other consumers, he 
will not only find out much that he wants to know but 
will derive considerable pleasure therefrom. 

We can’t overlook the fact that the manufacturer is 
common clay—like the rest of us, he buys packages of 
every sort. And he is influenced by the same impulses, 
the same desires and the same fetishes which govern our 
purchases. But somehow he occasionally gets a ‘‘holier- 
than-thou”’ aspect with respect to that package of his. 
All of which, we think, is quite short-sighted when the 
remedy is such a simple one. 


FOR CHRISTMAS AND THE NEW YEAR 


‘The day returns and brings us the petty round of irri- 
tating concerns and duties. Help us to play the man, 
help us to perform them with laughter and kind faces, let 
cheerfulness abound with industry. Give us to go 
blithely on our business all this day, bring us to our 
resting beds weary and content and undishonored, and 
grant us in the end the gift of sleep.”’ 

Casting around for a sincere wish which we can extend 
to all our readers as we go to press with this the last issue 
of MoperN PackaGINc for 1936, we can think none better 
suited than the foregoing lines, so well expressed by 
Rebert Louis Stevenson. 
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BIGGER ONE! 






We’re the world’s largest producer of set-up 
paper boxes. But, even so, our eleven hundred 
odd clients won’t let us stay put. 








This year, by demanding more boxes than ever 
before they forced us—once again—to key up 
our equipment, add new machinery and make 
way for larger production of high-quality boxes. 
Already on our books, for 1937, are orders for 
more boxes than most boxmakers turn out ina 
decade. Orders from some of the largest box 
users... and many of the smaller and medium 
sized firms as well. Some are from clients 
we've served for twenty years ... but many 
from firms who’ve first met us in 1936. 

















You, whom we have never dealt with before, 
will want to join this army of satisfied box- 
users... will want to enjoy the advantages our 
resources, in men, experience and ability, 
offer. Write us and let us discuss our service 
in terms of your problems. 


F.N. BURT COMPANY, INC. 
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; NEW YORK CITY-— 630 Fifth Avenue, Room 1461 
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THE CHAMBON CORPORATION has removed its 
office and factory to Outwater Lane and Spruce St., 
Garfield, N. J. Telephone Passaic 3-2800. 


SCHUYLER HOPPER is now advertising manager for 
the 20th Century Fox Moving Picture Company. Mr. 
Hopper was formerly advertising manager of Conti- 
nental Can Company. 


FRANKLIN STEEL WORKS, which was recently pur- 
chased by Pneumatic Scale Corporation, Ltd., was lo- 
cated at Rockdale, Ill., and not at Joliet as stated in the 
October issue of MopERN PACKAGING. 


The name of De Vaulchier & Blow Incorporated has 
been changed to DE VAULCHIER, BLOW & WILMET 
INCORPORATED. The office of this company is still 
at 103 Park Ave., New York. The telephone number 
is Lexington 2-9269. 


Metal Products Exhibits, shown on the third floor of 
the International Building, Rockefeller Center, New 
York, is now known as the METALS AND PLASTICS 
BUREAU. During November a special exhibition of 
plastics under the auspices of MoperNn Ptastics was 
shown to a large group of visitors. 


MARTIN ULLMAN spoke before the Advertising 
Club of Syracuse, N. Y., on November 12 on the subject 
“Showmanship in Packaging.’ In conjunction with 
his talk Mr. Ullman showed an exhibit of packages 
which he collected during his recent trip to Europe, and 
also showed a representative collection of American de- 
signed packages. 


EGMONT ARENS spoke before a group of engineers, 
patent attorneys and business executives in connection 
with the celebration of the hundredth anniversary of the 
American patent system, at the Dayton Art Institute, 
Dayton, Ohio, on Nov. 20. The subject of his talk, 
illustrated with slides, was ‘‘See America Streamlined.’’ 


NEW JERSEY MACHINE CORPORATION has ap- 
pointed L. H. Butcher & Company as its exclusive repre- 
sentative for the Model 86-M Pony Labelrite and table 
gummers on the coast. The Butcher company has offices 
in Los Angeles, San Francisco, Portland, Seattle and 
Salt Lake City. Officers of the company are S. L. 
Schwartz, president; A. E. Schwartz, vice president; 
W. D. Schwartz, treasurer. 
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FREDERICK HENRY LUEDERS, for forty-two years 
identified with the sale of Seybold cutting machine 
equipment, died on Sept. 23, at the age of 69. He joined 
the Harris-Seybold-Potter Company in 1893. Since 
1920 most of his time was spent in Detroit and the Michi- 
gan paper mill district. He was one of the best known 
and best beloved representatives on the road. He is sur- 
vived by his widow, three children, several grand- 
children, two brothers and a sister. 


Announcement is made of RAYNER-CONSOLI- 
DATED DECALCOMANIA CORPORATION, a sub- 
sidiary of Consolidated Lithographing Corporation. 
The new corporation succeeds the Rayner Decalcomania 
Company, Consolidated Decalcomania Corporation and 
the decalcomania interests of Consolidated Lithograph- 
ing Corporation. The amalgamation includes plants, 
facilities and good will of the companies concerned. 
The main offices and factory are at Grand St. and Morgan 
Ave., Brooklyn, N. Y. 


F. Gladden Searle, vice president in charge of sales for 
the CONTINENTAL CAN COMPANY, announces the 
following new appointments: E. S. Linville and James 
F. Cole have each been appointed assistant general man- 
ager of sales. Mr. Linville’s headquarters will be at the 
New York office; Mr. Cole’s headquarters at the Balti- 
more office. E. J. O'Connor and L. J. La Cava have 
each been appointed assistant general manager of sales 
in the general line division. Their headquarters will 
be at the New York office. 


Judges for the McCANDLISH AWARDS for 1937 
are as follows: Charles R. Bird, manager, General 
Outdoor Advertising Company; Alexey Brodovitch, 
art director of Harper's Bazaar; William Reynolds, adver- 
tising manager, Electrolux Refrigerator Sales Division, 
Servel, Inc.; Edward Warwick, principal, The Pennsyl- 
vania Museum School of Industrial Art; Gordon M. 
Wilbur, art director, N. W. Ayer & Son, Inc. Particu- 
lars of this contest were announced in the November 
issue of MopERN PacKAGING. 


Two hundred and forty-one schools, representing 
several thousand individual entries from both technical 
institutions and public high schools, offering courses in 
printing, are participating in INTERNATIONAL 
PRINTING INK CORPORATION'S essay contest on 
color. This is the third step in IPI’s program of color 
education, begun two years ago with the presentation 
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Yes, we do have the world’s largest glassine mill, but mere size alone 


is not the reason that the Riegel Mills supply packaging papers to 





the nation’s leading manufacturers in so many fields. Of course, 
size is an important factor in quality and service, but our real value 
to you lies in our ability to produce in this plant the greatest variety 
of packaging papers available from any one source today. From this 
group of over 130 lines most manufacturers can secure exactly the 
right paper to meet their individual needs from every standpoint— 
protection, attractiveness, production efficiency and economy. Why 
not write today and ask about the kind of paper you regularly need 


or some special type that must accomplish a given purpose? 


RIEGEL PAPER CORPORATION 
342 MADISON AVENUE e@ NEW YORK, N. Y. 
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of color lectures, and followed up with the publication 
of the ‘“Three Monographs on Color.” 

This competition, conducted in conjunction with The 
National Graphic Arts Education Guild, offers a number 
of prizes for the best essays on the subject ‘‘The Impor- 
tance of Color in Printing.’’ The national winner is to 
receive a $400 scholarship to Carnegie Tech's Printing 
Institute, a trip to New York, and a job, which fits his 
interests and capabilities, in the IPI organization, when 
he finishes his training. 

A notable list of authorities will serve as members of 
the jury, and according to an IPI official, ‘this contest 
should help to stimulate an interest in color among 
printing students. By encouraging them to study funda- 
menta! principles of color, and its application to the field 
of Graphic Arts, we hope this competition will lay a 
foundation of sound color knowledge in the minds of 
these future printers of America.”’ 


A. C. GILBERT COMPANY, New Haven, Conn., has 
renewed its contract with Robert Heller, industrial de- 
signer, for 1937 and he will continue in the capacity of 
designing new products to be added to its line of electric 
fans, percolators, waffle irons, toasters, etc., as well as 
the re-design and modernization of a number of present 
items. Under the terms of the new arrangement, Mr. 
Heller will likewise design packages for the A. C. Gilbert 
Company and act as counsellor on advertising. 


NATIONAL OATS COMPANY is offering $5000 in 
cash prizes for the best answer to the question ‘‘Could 
this package be changed to better feature the unusual 
flavor and quality of 3-Minute Oat Flakes?’’ Since there 
are 2404 prizes, and the contest is being advertised in 
six national consumer publications, one hundred news- 
papers and posters and streamers for retail store use, this 
is bound to make thousands of housewives consider the 
shape, color, design and text of the present package, 
which is clever sales strategy to build wide knowledge 
of the 3-Minute Oat Flakes product, whether or not any 
change is made in the package. 


THOMAS D’ADDARIO, who has been in charge of 
packaging and restyling at the Hoffman Beverage Com- 
pany for the past five years, has resigned to establish 
himself in business as an advertising and industrial 
designer at 11 West 42nd St., New York. 


STUART POWERS resigned as president of the W. F. 
Powers Company to become New York sales manager 
for the Ketterlinus Lithographic Manufacturing Com- 
pany, with offices at 25 West 43 St., New York. Mr. 
Powers, whose father was the founder of the lithographic 
business that bears his name, has an exceptional back- 
ground of experience in both the production and the 
promotional departments of the industry. Since leaving 
Princeton University where he was a member of the 
class of 1923 he has devoted almost fourteen years to the 
study and development of point-of-sale and other forms 
of dealer advertising. During the past few years Mr. 
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Powers had made an intensive study of the merchandising 
and sales promotion needs in the drug and food fields, 
and his broad experience should prove a valuable asset 
to the Ketterlinus sales force and the clients they serve. 


One-Gallon Can Opens New Market 


Realizing that the public need for a quality wood 
preserver was not fully supplied by the established 
practices of bulk sales to the trade, Tennessee Eastman 
Corporation has recently made available their famous 
NO-D-K wood preserver in attractive 1-gallon cans. In 
placing this smaller package on the market, the com- 
pany believes that it has opened up to building supply 
dealers many new customers whom dealers have not 
heretofore been able to reach. Important uses are the 
treatment of unpainted structures such as barns, ware- 
houses, silos, industrial villages, fences, garages and 
similar structures, and as protective material for founda- 
tion timbers and parts of houses which are exposed to 
termites and decay. 

NO-D-K was formerly sold only in 50-gal. drums and 
tank car lots. In seeking to expand their market to the 
average home owner, the packaging facilities of the 
Continental Can Company were employed. This or- 
ganization developed an attractive container which is 
absolutely tight and impervious to the penetrating quali- 
ties of the product, and fitted the container with a closure 
which opens easily and reseals. 

From the merchandising viewpoint, there is excep- 
tional display value of the NO-D-K container. The 
designers have achieved a rich simplicity of design that 
implies quality, and the character of the product is 
suggested by the wood-block lettering. The two-tone 
brown colors indicate the shade imparted to wood after 
being treated with NO-D-K. This new package has 
resulted in increased demand for NO-D-K. 





~ TENNESSEE EASTMAN CORPORATION 


KINGSPORT, TENNESSEE 




















Obsolescence in packaging machin- 
ery or methods often sneaks up on 
you—saps profits behind your back, 
so to speak. Of course, you would 
not knowingly waste money—but 
there are ways of saving that may 
not have come to your attention, or 
your packaging department’s. 

For example, you may still be 
wrapping all or part of your produc- 
tion by hand, because you feel that 
your volume on any one product or 
size of package does not warrant 
the investment in a machine. You 
can now obtain a very moderately 
priced wrapping machine that han- 
dles many different sizes of packages 
and uses practically any type of 
wrapping material. In_ recent 
months many concerns have in- 
stalled this machine and are making 
substantial savings. 


What's going on 


f 


Even in plants that do all their 
packaging operations by machine, 
savings can be made by replacing 
obsolete machines with modern 
types. Modern machines run fas- 
ter—greater production from labor 
and floor space. They require less 
material to wrap the package—also 
waste less. Moreover, machines 
equipped with Electric Eye for regis- 
tering printed roll stock enable 
you to buy material in this eco- 
nomical form, saving at least 20% 
on cost. And they do a better job, 
adding to the appearance and sala- 
bility of the product. 

If you will write and tell us what 
your present packaging equipment 
is, we will tell you what our latest 
machines of each type will do in 
comparison. 


PACKAGE MACHINERY COMPANY, SPRINGFIELD, MASS. 


NEW YORK CHICAGO 
MEXICO, D. F. Apartado 2303 


CLEVELAND LOS ANGELES 


Peterborough, England: Baker Perkins, Ltd. 


Melbourne, Australia: Baker Perkins, Pty., Ltd. 
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Some of the many products wrapped 
on our machines 


PACKAGE MACHINERY COMPANY 


Over 200 Million Packages per day are wrapped on our Machines 
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FOR YOUR 


INFORMATION FILE 





Unless otherwise indicated, copies of catalogs, 
booklets, etc., mentioned in this department 
may be obtained without charge by writing to 
the sponsoring company at the address given. 


FOURTEEN SWATCHES, showing the distinctive sheen 
effects, styled to the current trend, are shown in a beauti- 
ful presentation folder, ‘1937 Designs in Sheen Papers”’ 
by Hazen Paper Company, Holyoke, Mass. 


NO. 74 GLUE, a product of Williamson Glue and Gum 
Works, 2327 West 18th St., Chicago, gives promise of 
solving many perplexing problems. A recent folder, 
available on request, fully describes its qualities and ap- 
plications in joining dry waxed paper to itself, quickly, 
effectively and without heat. 


THE SECRET of winning consumer preference through 
the use of closures which effectively seal in the product's 
goodness, and yet are most easily opened, is interestingly 
told in ‘Shake Off These Two Dragging Shackles,” a 
booklet issued by Aluminum Seal Company, New Ken- 


sington, Pa. 


THE SNAPPY CORRESPONDENCE between a fictitious 
boss and his equally fictitious salesman forms the subject 
matter of an unusual and effective sales manual entitled 
“How ‘Cap Sealed Schmitty’ Got His Name.”’ In 
breezy style and language this young salesman meets the 
major objections of his customers and sells them on the 
value of his beer, packaged in Cap Sealed cans. Copies 
available from Continental Can Company, Inc., too E. 
42 St., New York. 


THE ROBINSON-PATMAN ACT has been character- 
ized as the ‘‘most complex problem of commerce in the 
United States today."’ Because of its ‘“‘hodge-podge’’ 
of complications, its severe penalties and worthy bene- 
fits, and the fact that it is here to stay, it is worthy of 
vigilant attention by all executives. In an effort to 
clarify its sweeping provisions, the Department of Re- 
search, Forrest B. Makechnie, Inc., 84 State St., Boston, 
Mass., has just completed an unusually informative sym- 
posium, giving expressions of alert, qualified minds of 
industrial and business leaders, legislators, lawyers and 
trade-press editors. Copies of the complete report, in- 
dexed as to specific business and topics for convenient 
use, together with the privilege of asking specific ques- 
tions, are available at $5.00 each. 
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A COMPLETE CATALOG, listing inside and outside 
diameters and lengths of all standard bronze graphite 
bushings and sheave bearings, has recently been pub- 
lished by Randall Graphite Products Corporation, 609 
W. Lake St., Chicago, Ill. All users of these products 
will appreciate the convenience of the unique marginal 
index which shows inside diameters for quick reference. 


A CONVINCING ARGUMENT proving the cost-re- 
ducing and time-saving economies of the ‘‘Acme Skid 
Idea’’ is shown in the case of a shipper of chipboard 
discs who changed from paper-wrapped, twine-tied 
bundles of 200 discs to skids holding 4600 discs, with 
the following savings: (1) one man enabled to handle 
twenty-three times as many as before; (2) nineteen man 
hours saved loading or unloading a car; (3) twelve per 
cent more discs loaded in each standard freight car; and 
(4) six hundred pounds less dunnage per car. The book- 
let, ‘Bound to Get There’’ describes many other such 
cases involving the handling and shipping of various 
sized and shaped articles. Copies are available from 
Acme Steel Co., 2840 Archer Ave., Chicago, II. 


THE DIVISION OF COMMERCIAL LAWS, Bureau of 
Foreign & Domestic Commerce, Washington, announce 
the publication of a 184-page handbook designed to assist 
American manufacturers in the better protection of 
trade marks, labels and other identifying media in in- 
ternational trade. Tests of pertinent treaties and con- 
ventions, and a summary of the trade mark laws of 63 
foreign countries, are indicative of its contents. Copies 
of the complete report ‘Industrial Property Protection 
Throughout the World”’ are available at 20 cents each 
from Superintendent of Documents, Government Print- 
ing Office, Washington. 


THE PUBLISHERS of Apparel Arts are to be congratu- 
lated on their excellent presentation of the subject of 
holiday gift wrappings which appears as the ‘‘lead-off’’ 
article in their Winter 1936-37 issue. “‘Wrapping Up 
the Christmas Business’’ details the abundance of beauti- 
ful and appropriate materials available, suggests methods 
of organizing the special gift wrapping department, 
discusses free versus charge systems for Christmas pur- 
chase wrappings, and in general is packed full of valu- 
able suggestions for retail store operators who wish to 
fully capitalize on holiday business and the opportunities 
it creates for permanent year-round good will. 


CHARACTERIZED “‘as smart as top hat, white tie and 
tails’’ are the white Glostone embossed papers offered 
by Paper City Manufacturing Company, Inc., Holyoke, 
Mass. Comprising a line of thirty-two numbers, these 
novelty finish papers offer an interesting selection for 
distinctive packaging and artistic greeting cards. There 
is an excellent range of embossings available in this 
group and the patterns are so selected as to be suitable 
for any occasion or condition where white is desirable 
as a box covering or lining. 





SHEET NINE 
These closures are available from stock molds 
in any color or material desired. Samples will 
be gladly sent from the different manufacturers 
to interested executives if they write their in- 
quiry on company letterheads specifying sheet 
and item number 

65. Small threaded cap with decorated sides. Inside 

diameter, 3/8 in. 5/16 in. high 

66. 1/2 in. inside diameter. 3/8 in. high 

67. 5/8 in. diameter inside. 7/16in. high 

68. 11/16 in. inside diameter. 11/16 in. high 

69. 1-1/16 in. inside diameter. 1/2 in. high 

70. 11/16 in. inside diameter. 7/16 in. high 


PLASTIC CLOSURES FROM STOCK MOLDS 


a 7 


72. 
eS 


74. 


Pic 
76. 
77. 


78. 
79. 





9/16 in. in- 


Octagonal cap with ribbed sides. 
side diameter. 7/16 in. high 


1 Qin. inside diameter and 3/8 in. high 
3/8 in. inside diameter and 3/8 in. high 
3/8 in. 


Round tube closure with milled edge. 
diameter inside and 5/16 in. overall height 


5 16 in. diameter inside and 1/4 in. high 
1/4 in. inside diameter and 7/32 in. high 


Hexagonal cap with milled edge. 9/16 in. in- 


side diameter. 5/16 in. high 
7, 16 in. inside diameter and 9/32 in. high 
5/16 in. inside diameter and 3/16 in. high 


Address all inquiries to Plastic Box Department, Modern Packaging, 
495 Fourth Avenue, N. ¥Y. C. All molders are invited to send 
sample boxes from stock molds to appear on this page as space 
permits 
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INTRIGUING COLORS AND TEXTURES 






Roll of board stock, ready to be processed, being fed into applicator. Pieces of jute 


paper showing how this process impregnates dull, mottled papers with color, producing 


A MOST interesting story could be told of how many 
leaders in American industrial life find a challenge and an 
opportunity for the development of latent talents in 
their leisure moments. The annual exhibition, in the 
galleries of the Lakeside Press, Chicago, of sketches in 
crayon, water color and oils, confined to the works of 
business men, who have an active appreciation for and 
an interest in amateur art, is but one of the manifesta- 
tions of busy, creative minds, finding enjoyment in 
endeavors entirely unrelated to their vocational callings. 

Some eighteen years ago a young bank executive in 
New York became interested in the subject of papers, 
spurred on by the president of one of the great universi- 
ties, who predicted that some day the same ingenuity 
which had made great advances in other American in- 
dustries would be directed to the economic benefits to 
be derived through the development of new uses for 
paper, and new surfaces, new color effects and stronger, 
finer textures would result. 

After menths of experimentation at his home the 
voung banker felt sufficient pregress had been made, so 
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ripple-grain effects, and sealing and smoothing the surface 


he left the solid security of the bank for the uncertain, 
albeit alluring, future devoted to paper development. 
Seat covers and sunshades for automobiles—made of 
creped and lacquered paper—were his first offerings. 
The new color effects attracted display men with the re- 
sult that back-drapes, columns and platforms were con- 
structed of these new papers to make retail show win- 
dows and store interior displays more eye-arresting. The 
growing motion picture industry wanted decorations, 
which would not fade under Kleig lights, and found 
the colors, in the new papers, as permanent as they were 
brilliant. A large chain store organization wanted a 
material to line its show cases which would not fade 
and could be washed, to keep it clean and attractive, 
and used many thousands of dollars worth of the special 
papers, which it found to be both sun- and light-fast. 
While these developments had proved interesting and 
profitable they were entirely dwarfed on that day when 
the new colorful papers were laminated to corrugated 
board, and revolutionary trends began asserting them- 
selves in the transformation of the outside shipping 
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New merchandising value has been added to these shipping containers through the use 


of applied color 


container from an ugly, drab utility to a colorful, char- 
acterful and beautiful advertisement and salesman-in- 
print. So long as shipping containers served only their 
original purpose—adequate protection of the product— 
they were rightfully considered as necessary expense 
items, to be bought as cheaply as possible. But when 
manufacturers once were shown the possibilities of using 
the large billboard-like exposed surfaces of their ship- 
ping containers to add advertising value, identification, 
distinction and all other added values to their products, 
the way was opened up for these packages to move 
from the ‘“‘necessary-expense’’ classification to their 
rightful position of informers—reminders and persuad- 
ers—capable of doing a selling job all the way from 
where the products are made, but not wanted, to those 
places where the products are not made but are wanted. 
The transition was made complete—the plain, uncolored 


shipper bought largely on a low-price basis made obso- 
lete by its improved, more powerful successor, to which 
sales and advertising executives could give serious at- 
tention in their efforts to bring new and added values to 
their products. 

The urge of old habits, an unwillingness and skepti- 
cism of relinquishing old ways for decidedly better 
though different ones, has ever proved a hurdle in the 
progressive pathway of forward-looking individuals, 
too often classed as ‘‘visionaries’’ by tradition-bound 
manufacturers. And, as might be expected, the majority 
of old-time corrugated box manufacturers saw little to 
enthuse about, resting their cases on the fallacy that 
simpiy because the new colorful shipping containers 
would cost more no one would use them, basing their 
discouraging estimates on what they would cost rather 
than what they would do. (Continued on page 92) 


The Continental process reproduces trade marks, firm names, crests or purely decorative 
designs on papers and boxboards in a single operation. A\ll-over pattern on left creates 
multi-color effect, four tones secured by embossing after processing 
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by ROGER C. DICKEY* 


SO LONG as folding paper boxes were considered only 
as containers it was perhaps reasonable for the early box 
makers to concern themselves with such practical factors 
as the use of available materials, mechanical construc- 
tions and ways and means of making cartons as cheaply 
as possible. However, when it was discovered that the 
carton could serve as a merchandising tool, assisting in 
the sale of the product contained therein, it became 





The latest development in window-carton machinery. Model CC-B 

Carton Patcher and Printer, made by the International Paper Box 

Machine Company affixes the transparent window to the carton 
blank and prints in a single passage through the machine 


At right: A group of window-cartons, furnished by courtesy of 
Brooks & Porter, Inc. 


necessary for the box maker to learn the meaning of terms 
and practices, many of which he had considered strictly 
out of his field of operations. 

No matter what the alert package merchandiser might 
do, he could never escape the fact that consumers like 
to see, hear, feel, smell, taste or otherwise try the prod- 
ucts they are going to buy. While the bulk display of 
merchandise brought it out into open view, the method 
became obsolete years ago because the presence of flies, 
dust and the possibility of being handled frequently vio- 
lated the sanitary considerations which every housewife 
has been taught to expect and demand. 

Retaining the protective qualities of the folding paper 
carton, which kept the product clean, fresh and attrac- 
tive on its journey from producer to consumer, many 
manufacturers answered this natural demand of the con- 
sumer to see what she bought by reproducing actual 
photographs or illustrations of the product on the carton. 
Many of our most profitable food packages today main- 
tain their position of leadership because of the effective- 
ness of the food illustrations used thereon. 


* International Paper Box Machine Co. 
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SHOW ‘EM AND YOU'LL SELL ‘EM 








However there have been many who would prefer that 
the consumer see the actual product, rather than an il- 
lustration thereof, which called for a carton fitted with 
a transparent window. While it was very simple to 
visualize such a package, there were a number of difh- 
culties which had to be overcome before it could become 
practical and economical to use: 


1. Many box-makers looked at the window-carton 
as a passing fad, and refused to spend time, money 
or effort in trying to develop it, feeling sure it 
wouldn't last long. 

2. The lack of suitable materials of which the win- 
dows could be made was perhaps the most dis- 
couraging obstacle, for the gelatine films, which 
were the only available materials, soon cracked 
with age, and even at their best were hazy and 
cloudy in appearance. 

Adhesives which would correctly hold the win- 

dows onto the folding boxboard were non-existent. 

4. And since the entire project was in the develop- 
ment stages no automatic equipment was avail- 
able, making hand op- (Continued on page 9o) 
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REAL COFFEE IN A 
NEW FORM 








FLAKE COFFEE 
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There’s a pretty heavy responsibility placed on a container, these days. The protection it 
g °s to your product must be complete; its convenience certain; its eye-appeal outstanding. 
I aust help to sell and re-sell the product it contains. Continental’s packaging service has 


fulfilled this three-point requirement for hundreds of packages. 





Shelf appeal? 
What could be smarter than using 


sparkling Aluminum as the keynote of 


your package design? 

Aluminum has life. Aluminum looks 
clean, crisp, up-to-the-minute. Alumi- 
num suggests freshness, cleanness. 
Aluminum is versatile, contrasts splen- 
didly with other colors. 

Not only for cans, but also for pack- 


makes om 


ages of all kinds, labels, literature, tags, 
display cards. Aluminum is the color 
with the come-hither look. 

When you come to actual reproduc- 
tion be sure your supplier uses ink made 
with Alcoa Albron powder or paste. 
Leading ink manufacturers use it, be- 
cause the pigment does make a difference. 
ALUMINUM COMPANY OF AMERICA, 
2129 Gulf Building, Pittsburgh, Pa. 


jrankl 


ALBRON 























NEW DEVELOPMENTS IN PACKAGING MACHINERY, METHODS AND SUPPLIES 








Electric Eyes Aid Food Manufacturers 


An electric eye watches the delivery end of the long 
conveyor oven shown in the upper illustration. A half 
hour or more is required for a row of bread loaves to pass 
through the oven and each time a different kind of bak- 
ing is started there is an interval, during which the opera- 
tors are busy at other tasks. A light beam focused 
across the delivery end operates a Westinghouse photo- 
tube relay which actuates an alarm bell calling the c pera- 
tors to the oven when a new batch comes through. 

Below are shown Westinghouse photo-electric tubes 
on a conveyor which prevent its becoming congested with 
ice cream packages coming from a cold room where the 
temperature is 48 deg. below zero. If congestion occurs 
both beams are interrupted, causing an alarm to be 
sounded, and a worker can go in the cold room and 
straighten it out. This reduces the number of workers 
in the cold room for the electric eye operates regardless 
of high or low temperatures. 





Improved Powder Filler 


Users of powder-filling machinery will be interested 
to know that the F. J. Stokes Machine Company, Phila- 
delphia, Pa., has introduced an improved Model 14-A 
powder filler, replacing the former Model 14, in which 


are combined simplicity of design and adjustments, 
ruggedness of construction and accuracy of filling. As 
with the former model, bottles, tins, cartons, paper 
boxes and bags can 
be handled, and users 
will notice particular 
adaptability for fill- 
ing shallow face and 
complexion powder 
boxes. 

The capacity ranges 
from 15 to 40 con- 
tainers per minute, 
depending on the size 
and shape of the con- 
tainer, the attach- 
ments and the skill 
of the operator. 
There is one adjust- 
ment for fill; the 
machine is easy to 
clean and change- 
over, can be in- 
stantly stopped or 
started by foot pedal, 
yet insures high pro- 





duction by setting the pace for the operator. The pace, 
however, can be adjusted. 

Model 14-A is built compactly, occupying a space 
2X3 feet. It has a stainless steel hopper, an improved 
clutch, oilless bearings for the auger shaft, protected 
gearing and heavier driving parts. Standard equipment 
consists of auger and nozzle filling attachments, and one 
set of four-point cam rings for adjusting the quantity. 


Novel Container for Bakery Products 


The Simplex unit is said to promise an answer to an 
established need for a cake, pie and sweet goods container 
combining maximum display value and protection, from 
the angles of keeping the product fresh, avoiding crush- 
ing and preserving soft fondant icings. The pie unit 
includes a specially designed pie plate, with rolled flange 
and ring, which holds a cover of suitably printed trans- 
parent cellulose, which may be opened and reclosed, 
thus retaining the freshness and goodness until the last 
piece is consumed. The cake units are complete with 
patented molded cake disk, ring, transparent overwrap 
and tinted collar. Simplex units, readily adaptable to 
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You can’t break 
these containers e 


@ You cannot get finer color 
—or greater convenience... 


Colorful labels processed on the 


container, streamlined tubes or 
vials that imply quality in the con- 
tents—and protect them, too! 
Money can’t buy a better container 
—and you'll be agreeably surprised 
to learn how little they cost. Even- 
tually everyone will use 





VIALS-TUBES 
CONTAINERS 
SPECIALTIES 


Undeniably better for the 
great outlet in pocket-or- 
+] purse products; obviously 
/ more suited to many mod- 
ern merchandising plans. 





Ask to see your product 
in a sample Hycoloid vial 


HYGIENIC TUBE & 
CONTAINER CO. 


48 Avenue L Newark, N. J. 
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| a wide variety of products are made by Milprint Prod- 
ucts Corporation, Milwaukee, Wis. 


A HANDY METER, of the rotating disk type, known as 
the ‘‘Mikah-Meter’’ is being distributed by National 
Adhesives Corp., 820 Greenwich St., New York, to 
acquaint manufacturers with the proper selection and use 
of adhesives. 15 different glue-using operations are 
listed, subdivided according to method of applying glue 
whether by fully- or semi-automatic machines, label 
pasting machines or hand work. Revolving the points 
to the desired operation, the numbers of the recom- 
mended glues appear in die-cut apertures. 

Designed to include every type of glass container and 

corrugated case, the ‘‘Mikah-Meter’’ recommends spe- 
cific glues for various labeling and case-sealing purposes. 
A handy gadget for the busy production man. 
IN AN ARTICLE ‘Silk Screen Process for Displays’’ 
which appeared in the Modern Display section of Mop- 
ERN PackacinG for August 1936 credit to Lon Ross for 
the design of the ‘‘Sevilla Rum’’ and ‘‘Classic Cordials” 
displays was inadvertently omitted. Mr. Ross was en- 
gaged by the Continental Distilling Corporation to de- 
sign these displays and they were carried out in every 
detail according to his design and specification. 


Supreme Court Ruling on Cellophane 


THE SUPREME COURT of the United States has denied 
the application of the E. I. du Pont de Nemours Com- 
pany to hear an appeal of the decision of the Circuit 
Court of Appeals on July 17, 1936, holding that the 
Waxed Products Company, Inc., under stipulated condi- 
tions, may sell cellulose film when orders call for ‘*Cello- 
phane.”’ Which means that the decision rendered by the 
Circuit Court of Appeals is final. In the latter decision, 
the first decree of the District Court was amended and 
made final as follows: 


‘‘r. That the word cellophane ordinarily signifies 
the cellulose product involved in this suit and noth- 
ing more, and is the descriptive word in general use 
to designate such product, although to certain per- 
sons it probably means the plaintiff's product. 

















‘“. . enjoining them and each of them from supply- 
ing, selling or offering for sale in response to re- 
quests for cellophane, any product not made by 
plaintiff unless at the time of supplying, selling or 
offering such products the name of the manufac- 
turer of such product be clearly stated. 

‘From using the word Cellophane in advertisements 
of any such product not being made by plaintiff 
(Dupont) without prefixing in type of equal size 
and prominence the name of the maker thereof.”’ 


The action therefore makes it allowable for all manu- 
facturers of transparent regenerated cellulose (cellulose 
hydrate) to make use of the word ‘‘Cellophane”’ in their 
selling or advertising, providing the word shall be pre- 
fixed with the maker’s name as a possessive. 

Quoting in part from the decision of the Circuit Court, 
which decision is now upheld by the Supreme Court: “‘In 
our opinion this case does not properly turn on abandon- 
ment, nor does it even turn on the question whether the 
word cellophane was at one time more than a descriptive 
term. The real problem is what it meant to the buying 
public during the period covered by the present suit. . . 
The defendant should be allowed to use the word cello- 
phane unconditionally in dealing with those to whom 
it means no more than the product, and should be able to 
fill orders for cellophane received from such persons 
either with Sylvania cellophane or any other cello- 
phane.”’ 


Tremendous Demand for Health-Fortifiers 


THE regular employment of preventative medication 
has been uncertain and slow in taking hold with the 
masses of our population who, through carelessness, 
neglect and ignorance, have suffered losses, inconveni- 
ences and suffering all of which might reasonably have 
been avoided. For with the advances made in the 
discovery and dissemination of information about what 
can be done to build up bodily reserves against the at- 
tack of communicable diseases there is small excuse for 
much of the sickness that periodically prevails in the 
country. 

And of all the diseases, the common head cold is per- 
haps at once the most prevalent, most dangerous in its 
possible complications and the easiest to prevent. It 





Need for haste occasioned air-plane shipment of capsule cartons 








ARE YOUR PACKAGING 
MACHINES 


Economic 


Cripples ? 


N many plants, modern high-speed 

Triangle equipment is_ effecting 
amazing economies. Concerns are 
again able to successfully counteract 
competition. And these new Tri- 
angles are PAYING THEIR OWN 
WAY ... completely liquidating their 
cost within a short time. The latest 
combination Auger Packer and Weigher 
(above) weighs, fills and packs pow- 
dered products such as flour, chemicals, 
insecticides, etc., handling an unusually 
broad range of sizes. . . 


@ The low-priced Auguer Packer 
(right) fills small amounts of materials 
such as spices, cocoa, baking powder, 
ete., into cans, cartons, bags or bottles .. 
15 to 40 per minute. Triangle machines 
are moderately priced for the quality 
and super service they give. Offered 
on 30 days’ trial, convenient terms or 
lease. Get full particulars NOW! i 
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907 No. Spaulding Ave., Chicago, Ill. 
50 Church St., New York* 111 Main St., San Francisco 


FOREIGN OFFICE 44 WHITEHALL STREET, N.-Y. © 
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Throw your 
LACQUER COATING 
HEADACHES at us 





Because our plant has complete facilities for 
lacquer coating, varnishing, gumming and die-cutting 
we are able to serve many manufacturers and 
printers more economically than if they attempted to 
do the work themselves. We know the headaches 
.. and how to avoid them. Our varied equipment 
insures prompt delivery and the most economical 


and speedy machine for each type of job. 


Let us figure on your next job. And let us show 
you what we have accomplished for others in lines 


similar to your own. 


LOWERY AND SCHWARTZ, INC. 


295 Lafayette Street New York City 


CAnal 6-7703 
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has long been knownthatcod liver oil contained properties 
valuable in building bodily resistance and immunity to cer- 
tain diseases, but its use was largely confined to children 
while as a matter of fact the parents needed its protection 
probably more than the youngsters, who unwillingly sub- 
mitted to taking a tablespoonful several times a day. 

Great strides healthward have been made, however, 
since the discovery of how to concentrate the vitamins 
A and D, and the other beneficial elements of cod liver 
and other fish liver oils in small, soluble gelatine cap- 
sules which are easily taken without any unpleasantness. 
The relative efficacy of this new form is shown by the 
fact that one of these small capsules equals not less than 
four and one-half teaspoonsful of cod liver oil. 

While liquid cod liver oil is logically packaged in glass 
bottles, this medium is unsuited for these gelatin cap- 
sules, which must be kept separate. Several methods 
were used during the introductory stages, when many 
folks looked on the entire subject of capsules as nothing 
more than a fad, but now that the real benefits have be- 
come known, and it is evident that they are here to 
stay and are bound to increase in popularity, some more 
stable packaging method had to be devised. 

One of the first of the supply manufacturers to seri- 
ously study this packaging problem was the Ace Carton 
Corporation who developed and patented the capsule 
cartons illustrated. In construction they use the tube 
and slide carton for the 25 and 50 unit packages, adapted 
to the particular needs of capsule packaging, the en- 
semble consisting of four parts: (1) piece of four- 
ply paper board, die cut with twenty-five holes into 
which the individual gelatine capsules are dropped; 
(2) a protective flap, with transparent cellulose window 


which fits over the capsules holding them in place; (3) 





Capsule cartons, showing various parts of 
packages as well as those in assembled form 


straight tuck carton, with open window and flap at the 
left end which serves as a cushion. One end is closed 
and the capsules and protective flap are inserted in the 
carton through the other end which is then closed by 
tucking in the flaps; and (4) a standard tube, which 
serves as the outside container, into which the other 
units are inserted. On the 100 unit package, two units 
of 50 capsules each are used, and the outside container 
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is a standard tuck end carton, rather than the tube used 
on the smaller packages. Accessibility is made easy by 
simply pushing on one end, the protective flap being 
scored so that it folds in the center exposing one-half the 
contents, and scored again on the side so that it may 
later be lifted up to get at the other half of the capsules. 

The increased demand this year was so great that it 
was impossible for Ace Carton Company to get cartons 
to the International Vitamin Corporation, New York, 
quickly enough to satisfy their needs. This company is 
one of the principal suppliers and pioneers of vitamin 
products, controlling a number of important patents, 
including the Dr. Marcus process for extracting vitamins 
from fish liver oils. The illustration shows one of the 
large airplanes at the Chicago Municipal Airport being 
loaded with part of a shipment weighing in the neigh- 
borhood of a ton, consisting of about ten thousand 
I.V.C. and McKesson & Robbins capsule cartons. 


ELECTRIC PROCESS PREVENTS 
INFESTATION 


(Continued from page 46) selection from the many 
things seen and wanted all of which could not be pur- 
chased with the money available. 

The truth to be learned from all this mad scramble in 
pursuing factory economies, installing labor-saving, 
automatic machinery and frantic searches for still newer 
and better manufacturing processes is that while the 
cost to make an article may be materially reduced, the 
common sense thing to do in this marketing age is to 
see how the product produced looks from the outside. 
How it compares with other available products, backed 
by the determination to make whatever changes may 
be necessary, no matter how radical they may seem on 
the surface, in order to make the product suit the tastes 
and desires of the buying public. While this attack to 
the problem involves doing a great many things which 
it was never necessary to do before, those who have 
followed it have experienced some gratifying profits 
for their efforts in being the first to sense popular trends 
and effectively meet them. Thus successful present-day 
manufacturers do not relinquish their pursuit of im- 
proved factory methods. But by studying the market's 
needs and desires, they avoid old-fashioned packaging 
methods, and find ways of incorporating talking points 
in, and capitalizing on, their products’ superiorities to 
the end that increasing numbers of discerning and dis- 
criminating consumers select them to their satisfaction 
and the manufacturer's profit. 

A specific case in point is the complete repackaging 
job recently completed by The O’Brien Milling Company 
of Greenville, Ohio, on their Kreemex pancake and 
buckwheat flours, and O Brand pancake and waffle flour, 
buckwheat and wheat flour, Kwik-Bake biscuit flour, 
Super O Cake flour and breakfast cereal. Their first 
improvement was in the recognition that the popular 
preference is for a cartoned cereal, weighing 1 lb. 4 0z., 
which is a convenient size for the average family, selling 
at a price easily within the reach of all classes. Com- 
plete product protection dictated the use of a blank shell 
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SINK OR SWIM? 


APER bags and cartons made of LOTOL*-treated stock and 
sealed with LOTOL* have an unusual degree of moisture- 


resistance, toughness, and pliability. 


LOTOL* has proven itself not only a superior water-proofing 
and strengthening agent... . It has demonstrated its supe- 
riority as a sealing material. Unlike glue, it sets quickly, is im- 
pervious to temperature changes, and impervious to moisture. 
It creates a tenacious, permanent, even seal which cannot be 
broken without destroying the package. 

If you have not yet discovered LOTOL* for yourself, it will be 
advantageous to find out at once how it may be applied to the 


improvement of your product. Why not write to us? We can 
also supply all types of natural Latex. 


LOTOL 
_ [PROCESSED LATEX/ 


i ‘ é es \ \ 


*LOTOL is our trade name for Latex in any form. 


NAUGATUCK CHEMICAL 


DIVISION OF UNITED STATES RUBBER PRODUCTS, INC. 
1790 BROADWAY NEW YORK, N. Y. 
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The Miller “Economatic’’ Wrapping Machine 
is many wrapping machines combined in one! 


© Constructed on casters it rolls easily, 
is not confined to one location. 


© lt wraps packages of almost any size; 
91% to 17” in length, 1 to 7” in width, % 
to 314" in height. Other sizes and bottles 


special. 


© It is adjustable from one size package 
to another in only 2 or 3 minutes. 


© |t wraps with several materials; Cello- 
phane waxed papers, waxed foil. 


All this combined in one machine! 
Unbelievably LOW-PRICED, the Miller 
occupies only 4’ X 5’ floor space, can be 


plugged in anywhere to an ordinary light 
socket. Girl operator makes all adjustments. 


Profit by writing for full information 


today! 
MILLER WRAPPING & 
SEALING MACHINE CO. 
14 S.CLINTON STREET, CHICAGO 
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which was made in the popular seal-end style, and then 
completely enclosed in a tight wrapper, firmly affixed to 
all six surfaces of the inner carton. Design treatment 
called for a uniform scheme, with color variation for the 
five O Brand products, with a separate design plan for 
the two Kreemex trade brand products, all wraps being 
protected with a high gloss varnish. Incorporated, as a 
definite part of each package design, is an appetizing 
illustration, done in full color, of the product in all its 
delicious ready-to-be-eaten form to immediately estab- 
lish the product’s identity, as well as to command the 
consumer's attention and pleasantly encourage her pur- 
chase through this appetizing appeal. 

While thus far it may be truthfully said that this 
method is more or less standard practice, adopted and 
used by all progressive cereal manufacturers, there are 
two points in this program which are unusual. Kreemex 
products, both the pancake flour and the buckwheat and 
wheat flour contain, as one of their chief ingredients, 
KreemKo soya, a refined flour made from soy beans. 
Experiments have proven that through the use of this 
soy bean flour which is high in protein content, that 
several different kinds of vitamins are available, making 
not alone a more healthful pancake flour, but one which 
is more palatable and easier to digest. A special toasting 
process imparts a nut-like flavor which distinguishes 
this Kreemex flour from ordinary pancake flours, giving 
it a superior taste and palatability. While pancake 
flours are standard to the grocery store, during the 
colder months of the year, and there are hundreds of 
competing brands, this new appetizing and healthful 
appeal to be found in the Kreemex flours has given them 
a popularity which has necessitated operating the 
Greenville plant night and day for several months to 
keep up with the demand. 

Cereals, and particularly fine ground flours, have a 
natural affinity for certain types of insects, and make 
them especially subject to contamination. While the 
use of a seal end carton, with a tight wrap, effectively 
overcomes any attack from without the package, there 
is still the possibility of some life being present in the 
flour, which may later come to life and contaminate it. 
All O’Brien flours and cereals are amply protected both 
from without and within, the former by the new pack- 
ages illustrated in the accompanying illustration, and 
the latter by a new piece of equipment, called the Ento- 
leter, manufactured by the Products Protection Corpora- 
tion. By means of an electrical process this method of 
treating flours eliminates all sources of infestation, 
without in the least injuring the food value of the vita- 
mins contained therein. 

This year marks the fiftieth anniversary of the founding 
of the O’Brien Milling Company, and it is significant to 
note that rather than abiding by the time-honored cus- 
toms and practices of its earlier years of existence, that 
it is keeping its eyes focused on consumer needs and 
desires, thereby avoiding product obsolescence, and by 
constant improvement of the products, method of manu- 
facture and packaging, it is launching them on a con- 
stantly increasing era of popularity. 














MACHINERY MANUFACTURERS MEET 


The fourth annual meeting of the Packaging Machin- 
ery Manufacturers Institute was held on Nov. 11 and 12, 
at the Edgewater Beach Hotel, Chicago, with more than 
fifty in attendance. The following directors were 
elected to serve for a three-year period: H.H. Leonard, 
vice president, Consolidated Packaging Machinery 





HERBERT H. LEONARD 


Corporation; H. Kirke Becker, vice president and gen- 
eral manager, Peters Machinery Company; Roger L. 
Putnam, president, Package Machinery Company. Of- 
ficers for the ensuing year were re-elected as follows: 
H. H. Leonard, president; Wallace D. Kimball (Stand- 
ard-Knapp Corporation) and Morehead Patterson (Ameri- 
can Machine and Foundry Company) vice presidents; H. 
L. Stratton, secretary-treasurer. 





1 


WALLACE D. KIMBALL 


Three new appointments were made by the board as 
follows, as vice presidents in charge of divisions: Charles 
L. Barr, F. B. Redington Company, Cartoning and Wrap- 
ping Machinery Division; J. Lee Ferguson, J. L. Fergu- 
son Company, Dry Filling, Lining and Sealing Machin- 
ery Division; C. H. Lambelet, New Jersey Machine Cor- 
poration, Labeling Machinery Division. In addition, 
the following vice presidents in charge of divisions were 
re-elected by the board: E. A. Metz, F. X. Hooper 
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Too often, manufacturers are prone to sacrifice the ap- 
pearance of a package in deference to the quality of its 
contents. Such sincerity is commendable but generally 
overlooked by the consuming public in its search for the 


| product with an attractive cover. 


For today, the package plays an important part in mer- 
chandising. Eye-appeal at point-of-sale is half the sale. 


Alert merchandisers are quick to realize this factor. That 


is why you'll find an ever-increasing use of Lusteroid for 
modern, sales-making packages. 


Lusteroid is smooth, lustrous and permanently attractive. 


| It’s light in weight, yet unbreakable. Lusteroid is available 
| in colors (transparent or opaque) and with labels as an 


integral part of the package. Because of its ability to stim- 
ulate sales and speed up turnover, few Lusteroid packages 
remain on counter or shelves for any length of time. 


Do not hesitate to consult us. Our experience and know- 
ledge is at your disposal. Without obligation, of course. 


LUSTEROID 


Formerly Lusteroid Division of 
THE SILLCOCKS-MILLER COMPANY 


10 PARKER AVENUE, WEST 
SOUTH ORANGE & NEW JERSEY 
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STANDARD CASE SEALERS 








@ 100 per cent automatic! 
® Fully Adjustable! 


@® Size-changeovers in 60 seconds or less! 
STANDARD TOP AND BOTTOM CASE SEALER 
Truly the “STANDARD” for all industry! @ Glue and seal case tops and bottoms at 
ro MM ofo}:] Mo) Mo) oT amo MB (ham ol-Solt- Roam | eKolb lle belot 


SED \ Core) ol-y x04 (oom oo Moni (-yololosot tsp 
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Write for Catalog 


STANDARD-KNAPP CORPORATION 


43-27 32nd PL., Long Island City, N. Y. 


208 W. Washington St., Chicago 
1001 Society for Savings Bldg. LONDON, ENGLAND 189 2nd St. 
CLEVELAND, OHIO ST. LOUIS—LOS ANGELES—SEATTLE—PORTLAND, OREGON SAN FRANCISCO 
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IT’S CLIPLESS| 



















This modern method of sealing and closing collapsible tubes 
is a marked improvement over the old method of sealing 
with clips. Note the attractive finish given to end of tube by 
the Colton Crimping Machine. Many production expenses 
are eliminated by this clipless closure—i.e., cost of clips. 

time required to replenish clip rolls—and maintenance ex- 
pense of automatic clipping heads. Ask for descriptive folder. 


ARTHUR COLTON CO. 


2602 JEFFERSON AVE., EAST 
DETROIT MICHIGAN 
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No. 17-A. Improved 

Automatic Tube Fill- 

ing Closing and 
Crimping Machine 











Company, Inc., Corrugated and Fibre Box Machinery 
Division; E. E. Finch, Karl Kiefer Machine Company, 
Liquid Filling and Capping Machinery Division; J. S. 
Stokes, Stokes & Smith Company, Paper Box Machinery 
Division; G. Prescott Fuller, Dexter Folder Company, 
Wire Stitcher Division. 

Hosts to the convention were the following members 
of the Chicago area: J. L. Ferguson Company, Peters 
Machinery Company, F. B. Redington Company and 
Triangle Package Machinery Company. The program 
committee was: H. Kirke Becker, chairman, Charles 
L. Barr, Morehead Patterson and Roger L. Putnam. An 
address by John W. Hooper, American Machine and 
Foundry Company, on ‘‘The Federal Revenue Act of 
1936’ was enthusiastically received. A talk, ‘Time 
Microscope as Applied to Packaging Machinery,”’ illus- 
trated by slow motion pictures, was given by J. P. 
Maxwell, director of commercial engineering, Electrical 
Research Products, Inc., and was a feature of the meet- 
ing. ‘‘Machinery in the Modern Dynamic Museum” 
and in particular the use of packaging machinery in such 
displays, was the subject of the address at the annual 
banquet, by J. B. Hayford, director of the Chicago Mu- 
seum of Science and Industry. 

A committee on standardization was appointed, 
Charles L. Barr, chairman, to consider standards for the 
industry and report to the semi-annual meeting. A 
membership committee was appointed as follows: 
Charles L. Barr Gmiddle western area); Kendall D. 
Doble (New England); Carl E. Schaeffer (Philadelphia 
and Southern); Carl H. Lambelet (Metropolitan area). 
The board of directors of the institute is: H. H. Leon- 
ard, president; Wallace D. Kimball and Morehead Pat- 
terson, vice presidents; H. K. Becker, Roger L. Putnam, 
A. G. Hatch, Kendall D. Doble, G. Prescott Fuller and 
Carl E. Schaeffer. Offices of the institute are at 342 
Madison Ave., New York. 


“OLD FAVORITES’’ IN MODERN DRESS 


(Continued from page 39) N. Y., who developed 
it for use this Fall said: ‘‘Our efforts were directed 
along the lines of providing a package that would 
safely carry the apples, would be good looking enough 
to attract a man’s attention and yet would be suffi- 
ciently artistic to appeal to women as well. We believe 
that different tastes in apples should be catered to and 
satisfied, and for that reason included six varieties. 
We called the new package ‘Old Favorites’ to bring 
up in the consumer’s mind those pleasant past memories 
and associations with apples he used to like. Finally, 
rather than labeling each apple, we thought the un- 
certainty added sales value to the packaged assortment, 
lending zest and joyous anticipation to that first juicy 
bite and causing added discussion by the recipient.”’ 

Cooperating with Mr. Dorman in the development 
of this successful apple-merchandising box were: Louis 
Dejonge & Company, E. I. DuPont de Nemours & Co., 
and W. J. McDonald & Co. 
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packaging means successful mer- 
chandising. Years of leadership in the 
packaging field enable Buedingen to 
give you the ultimate in fine design 
and good workmanship. Buedingen 
designers are waiting to help you solve 
your packaging problems. 


FERDINAND 
BUEDINGEN 
COMPANY 


INCORPORATED 
ROCHESTER - - - NEW YORK 
New York Office, 55 West 42nd St. 
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WHEN PACKED and SHIPPED 
in WIRE STITCHED BOXES 


Your products will reach your retail markets in the 
best possible condition. Safe, dependable distribu- 
tion is just as important as your manufacturing 


standards. 





THE BLISS BOX and 
BOTTOM STITCHER 


Wire stitches all kinds of 
Set-up Boxes, Display 
Boxes, Telescope Boxes, 
Small Cartons, and Ship- 
ping Containers at high 
speeds and at surprisingly 


low costs. 





Hardware Box 







Regular Slotted Container 


Bliss 
No. 4 Box 


Let our Shipping Engineers 
tell you the advantages 
i : of Wire Stitching. 


DEXTER FOLDER COMPANY 


28 W. 23rd St., New York 


CHICAGO PHILADELPHIA BOSTON CLEVELAND 
H. W. BRINTNALL CO., San Francisco - Los Angeles - Seattle 


ST, LOUIS 
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Show ’em and You'll sell ’em 


(Continued from page 80) erations imperative, which proved 
slow, costly and totally impractical to keep up with mod- 
ern production methods. 

The first real encouragement for the development of 
practical window-cartons came about 1914 with the 
introduction of cellulosic papers, but certain of these 
expanded and contracted with the whims of the weather 
in most disconcerting fashion. And even with these 
transparent papers there was still the matter of working 
out proper adhesives to make a permanent bond between 
the porous boxboard and the window material. 

But since discouragements are the food on which in- 
ventors thrive, and the benefits to be derived from the 
solution of the problem well worth attaining, experi- 
ments continued until today window-cartons have been 
developed from their several angles to the point where 
they are taking their place in increasing importance in 
the packaging and sale of thousands of different products. 

The first step was logically the matter of the trans- 
parent window material, and at present there are a num- 
ber of papers and tissues suited for this purpose, chief of 
which are: viscose, acetate, nitro, cupra, gelatine, 
etc. The most widely used of these are the viscose and 
acetate tissues, the former being manufactured from wood 
cellulose, while the latter are derived from cotton cellu- 
lose. Both of these are made in moistureproof and non- 
moistureproof grades. Since the latter are the cheaper 
their use is pretty well confined to wrapping the outside 
of packages, while the moistureproof grades are used 
for the windows of cartons. 

These materials are unusually strong for their thick- 
ness, are transparent to a surprising degree, and when 
applied to cartons lie flat, are non-warping, and are 
wrinkle- and moisture-proof. 

The second step was the development of an adhesive 
which would have sufficient ‘‘tack’’ to hold the window 
material securely and evenly in place, and yet have the 
property of slow drying. This is explained by the fact 
that the transparent window offers a hard and impene- 
trable surface. When ordinary folding boxboard is 
glued, the glue penetrates into the fibre and ‘‘clinches 
over,’’ but in the window carton the window material 
presents a hard, impenetrable surface to be adhered to a 
fibrous boxboard. The proper adhesive will dissolve a 
portion of the coating of the window material as well as 
penetrate into the fibres of the boxboard, so that when 
thoroughly dried a permanent bond is secured at the 
point of contact between the board and the window. 

The third step was the development of modern ma- 
chinery to quickly and firmly attach the window ma- 
terial to the boxboard. It will be readily seen that any 
equipment satisfactorily handling this type of work must 
comprise a group of mechanisms perfectly timed with the 
carton, and in synchronization with the window ma- 
terial. The carton blank travels from the feed by chain 
carriers to the proper position where a glue segment 
transfers a sufficient quantity of adhesive around the 
edge of the hole in the carton. Then the carton travels 

















to the window-applying mechanism, where the right 
length of cellulosic material is severed from a web and 
placed securely over the entire glued surface. Each 
sheet of material must be cut to uniform length and trans- 
ferred in precisely the same location on each carton. 
The pliability of such window material and the electro- 
static quality of acetate papers have presented many 
problems to machinery designers. One method of 
transferring the window material to the carton blank is 
by the use of an aluminum drum in which are suction 
holes. Suction is created when the material is severed 
from the web, the drum revolves, and the suction is re- 
leased when the material is combined with the blank. 
The blank is then conveyed to the stacker. The ma- 
chines for performing these operations have been so per- 
fected that single tier machines will handle two hundred 
carton blanks per minute, while double tier machines 
have twice that capacity. 

The latest development in the production of window- 
cartons is a machine which applies the window material 
and prints any illustration or copy desired on the window 
in a single passage of the carton blank through the ma- 
chine. Overprinting the window may enhance the 
appearance of the carton although care must be exercised 
not to obstruct the view of the contents, and defeat the 
idea for which the window-carton was developed. 

The window-carton has been developed to its present 
high state of efficiency and practicability, and will be 
used in still greater quantities in the future, because: 


1. It enables the consumer to see the product quickly 
and thus satisfy the natural urge to ‘‘see what 
you're getting.”’ 

It keeps the product in the same perfect condition 
as when it left the factory. In the case of bakery 
goods it both prevents the entrance of outside 
moisture into the package, as well as retaining the 
moisture in the cake, doughnuts, etc., which is 
necessary to maintain the product’s freshness and 
appetizing qualities. 

Dealers are quick to realize the added selling fea- 
tures of products packaged in window-cartons, and 
unhesitatingly give them preferred display on 
their counters where they will be seen by all cus- 
tomers visiting the store. 

The window-carton encourages the consumer to 
sell herself for since she can see the product there 
is no need to ask questions, thus speeding up sales 
and conserving the time of the clerks. 

5. The mechanical ingenuity which has been exer- 
cised in overcoming the many difficulties attendant 
to the window-carton has brought the manifold 
advantages of this new and better packaging me- 
dium to the package user at a cost only slightly 
higher than ordinary cartons. 

Since the product can be so readily and attrac- 
tively displayed further economies can be made in 
the packaging costs by using fewer colors and less 
expensive engravings in the production of the 


Pr 
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cartons. 





SCREW-CAPS . CLOSURES 200 per 
minute by the CAMERON METHOD 


Our machines make any type or size of closure 


No. 46 
Thread-Rolling 





CAN MACHINERY Co. 


240 NORTH ASHLAND AVENGE 


CHICAGO, 1k Bie oe 


METAL FOIL 





HUUUURULLUUNESAOLLALALANY 


AMM 
for 
MOUNTING Aluminum foil on paper or carton, 

using wax, glue or bitumen. 
COLORING. ; 

using alcohol or nitro-cellulose 

lacquer. 
PRINTING 


niline Printing Machine, 
working from roll upon roll, com- 
bined with cross cutter for making 
labels. 


Rotation Book Printing Press, 
for printer’s ink, combined with 
cross cutter, especially for printing 
of bright or embossed foil not 
mounted on paper. 


Machine for creping, gumming, 
waxing, pasting and embossing. 
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GEBRUDER DORSTLING G.m.b.H. 


Coswig / Dresden 14 


Agent for U.S.A.—F. W. Jaeger, 
140 Liberty St., N. Y. C. 
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The Waldron Reverse Coater is 
especially designed for the ap- 
plication of quick drying lac- 
quers or varnishes. The lacquer 
is applied in a smooth, solid, 
uniform coat, without ribbing 
or brush marks. Particularly 
adapted for applying metallic 
coatings, bronze, lustre or 
waterpoof coating on paper or 





Write for complete details E 
and engineering data. fabric. 


JOHN WALDRON 


CORPORATION 


Main Office and Works: NEW BRUNSWICK, N. J. 
Chicago New York Portland, Ore. 











SLUUUUUUUUUAUNANUGOGGQGQQOQAQQOCUUUUTUOOONAGOOTOOOOGGOQOCQOGOUUCUUUOOOUUOTE 
USE ANILINE 


IN KS 


WITH A REPUTATION 


originators of 
Opaque aniline inks 


Opaque Aniline White #20682 for glassine, regular 
cellophane carton and paper stocks. 


Opaque Aniline Buckeye White #24881—Designed 
especially for moistureproof and heat-sealing 
cellophane. 


Opaque Aniline Yellow #21253—suitable for any 
type of stock. 


These immediate drying OPAQUE aniline inks 
work clean, are free from settling, and can 
be used alone or with various dyestuffs. 


= CRESCENT INK & COLOR 

= COMPANYOFPA. = 
= PHILADELPHIA = 
= = 
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If your product is one which will be bought on sight 
consult with your carton manufacturer and give new 
impetus to your sales all along the line through the use 
of an attractive, sales-compelling and profitable window- 
cartcn. It enables your produce to be seen. 


Intriguing Colors and Textures 
(Continued from page 79) 


Thus the Continental Color Corporation came into 
being, combining the skill, experience, and imagination 
of the paper-pioneering-bank executive, Fred George, 
as its president, with the wide marketing experience of a 
seasoned advertising agency executive, James E. Stickney 
as its vice president. This independent manufacturing 
business comprises research chemists, package designers, 
and merchandisers, and owns and markets to licensed 
manufacturers the Continental process—a unique method, 
consisting of machines, colors, and methods, which 
simply, quickly and economically transforms jute, chip- 
board, kraft and other papers in a single surfacing opera-- 
tion from plain, unattractive sheets into papers of 
genuine beauty. 

It is no reflection at all upon the manufacturers of jute 
and chip and kraft that those papers in their natural state 
are dull and colorless in appearance. They were not 
made to take prizes at beauty shows. They were made 
to be sturdy and strong, to bend and score, to stand the 
terrific heat of corrugating machines, and finally to take 
the gruelling punishment of freight in shipment. Made 
into shipping containers, packages, and cartons they had, 
above all, to meet scientific strength tests to conform to 
the rigid rules of shipping. Refinement of surface and 
eye-pleasing color simply were not considered. 

The Continental process takes these sturdy draft- 
horses of the paperbox industry and actually transforms 
the mottled, discolored rough surface 


1. By impregnating with color—vividly and uni- 
formly. 

2. By producing répple-graining in variable effects as 
if built into the very texture. 

3. By sealing the exposed surface, increasing its re- 
sistance to moisture making it less liable to abra- 
sion. 

4. By re-surfacing the sheet to the smoothness of ex- 
pensively coated stock. 


Rolls of crude paper weighing a ton and a half are 
shot through Continental machines at the rate of 300 
feet per minute. A coloring application is followed in- 
stantly with heat yet without the slightest injury to the 
stock or its strength. Re-winding follows immediately 
and a ton and a half of the handsome ‘‘new’’ product is 
ready for the shipping container maker who would 
join the ever-growing color parade; ready for the folding 
box manufacturer who would cut costs and yet obtain 
new and more striking background color effects; ready 
for the package maker whose effete cosmetic customer is 
pleading for delicacy of color and design that will find a 
place in milady’s boudoir; ready for the artist and de- 
















THE LOW COST OF UPKEEP 


| 

on a slitting machine using razor blades is at once 
| obvious to the man who thinks in terms of reduced 
| maintenance costs. Here is something REALLY NEW! 




































For ‘‘Cellophane”’ Sylphrap & Glassine. 
Ball Bearing Throughout 
Individual Rewind Tension adjusted without stopping 
Send for circular to-day 
BECK RAZOR BLADE SLITTER 





Discriminating care is evident in the selection of the 
gift delivered in this distinctive package 


signer who has long wanted to do new and interesting 
things with paper packages. 

In addition to the surfacing of heavy papers with solid 
color the Continental process can, in the same single 
operation, apply an all-over pattern design to the sheet. 
This design can take any form so long as it will bear 
repetition and continuity throughout the run. Trade- | 
marks, firm names, crests, or purely decorative designs | 
are reproduced uniformly and artistically and in a variety 
of tones. Furthermore, designs can be made to appear 





as if a second operation had laid them over the solid | Also BECK Automatic Roll Sheet Cutter 
background of color. Or the design can be made to ap- = . 
pear wholly without the solid background. Another berg ne ee ee ee 





interesting effect is to show the device or design sub- 
dued as if it were a watermark in the paper. 
Transforming container papers sending them forth in 
colorful dress taps a new field for the container manu- 
facturer, but Continental process is also doing another 
artistic job—one for the user of display papers. White 
sulphite papers and white coated stock are receiving | 
brilliant colors and grain effects never before achieved | 
except by expensive processes. These are thenembossed, | 
creped, or corrugated and used widely for store and | 
window decoration. Much of this higher grade stock | 
also finds its way into fine display and shelf packages. 
As a matter of fact, it would seem Continental process | 
can do something for almost any paper—from 50 pound 
sulphite or kraft up to 30 point box boards. 







These samples are printed and die cut in one operation 
on Chambon Rotary Multi-Color presses 

















For information write or call 


'L. C. MACHINERY CO., Inc. 


| 460 W. 34th St. New York City 
Tel. MEd. 3-5383 









| American Affiliate of 
| L. Chambon, Paris Chambon, Ltd., London 








Natural beauty of the green calavo is emphasized by this 
bright yellow container to create proper appetite appeal 
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Again the Upaco Research Laboratories have come through 
with the solution to the problem that has been troubling 
box makers, display manufacturers and many others using 
foil in the making of packages. The new, Upaco Flexible 
Glue puts the foil down and keeps it there . . . without 
ribs or wrinkles! It’s easy to use and its effect is perma- 
nent. IF you've laid off foils because of gluing troubles... 
send to us for a sample and watch your troubles “‘flex”’ 
away when this new Flexible Glue gets on the job. 


UNION PASTE CO. 


200 BOSTON AVE. MEDFORD, MASS. 










HOTEL 





SAVE TIME! 





The convenience of this new- 
est Loop hostelry to Every- 
thing in down-town Chicago 
saves you minutes and effort. 
An ultra-modern hotel 
equipped with services offer- 
ing you the ultimate in excel- 
lent living. 


Write for booklet. 
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Technical readers of Mopern PackaGinc may be dis- 
appointed in this article because it does not tell ‘‘how 
they do it.’ That is a carefully guarded trade secret. 
Suffice to say, the heart and soul of the process is in the 
formulae, although of course long experimentation has 
developed the best methods of mechanical application. 
The Continental Color Corporation installs its process in 
paper mills, corrugating and box plants. It manufac- 
tures all the color formulae used by its customers. At its 
general offices in Cleveland the corporation maintains a 
complete manufacturing plant for the transformation of 
paper largely for experiment and research, although 
custom work is handled for the trade. Formulae are 
made there and shipped ready for use to Continental proc- 
ess licensees. 

The Continental Color Corporation discoveries ap- 
parently have brought into existence a brand new indus- 
try. It should be a matter of pride to the organization 
that it does not supplant any other man’s business. Rather, 
it creates opportunities for several other enterprises, 
many of them among the oldest in America. Conti- 
nental takes papers long designed solely for strength, 
bending qualities, and toughness, never designed for 


beauty, and gives those same papers real beauty. It is 
not producing a substitute for existing materials. It is 
It does 


simply improving materials already being made. 
not replace labor but is making new jobs for labor, both 
skilled and unskilled. It does not replace any machin- 
ery. Itadds machinery. Best of all, this method makes 
it possible for manufacturers, processors, and fabricators 
of paper products to enter fields they never dreamed of, 
through creation of new uses. A corrugating plant that 
has limited itself all its life to good ‘‘rough and tumble’’ 
shipping containers can now enter a market from which 
its dull and colorless products were barred. In addition, 
it can meet the demands of the progressive old customers 
for something new, something different, something 
better. 

Evidently Continental process means a new age of 
color and special finishes where they were never widely 
possible before. 

In characteristically thorough fashion, the Continental 
Color Corporation has developed an outstanding visual 
presentation of the new values attainable through their 
process, to be used by the salesmen of their licensed manu- 
facturing clients. Its purpose as stated in the frontispiece 
is: ““To Assist the Interpretation of the Distinctive 
Use of Color and Texture in Terms of Packaging, Ship- 
ping, Delivery and Display.’’ Replete with multi-color 
tipped-on samples, illustrations and descriptive text, 
the portfolio successively treats the subjects of: Pre- 
packaging (original containers for the product shown in 
four series: Commercial, Mercantile, Industrial and 
Expressive); Shipping and Display. Done in a page 
size approximately 15 in. X 22 in., much of it in color, 
and spiral-bound to facilitate reading, this harmonizes 
well with the subject matter ‘A New Art in Packaging— 
which recognizes Color as a force to compel attention— 
prolong interest—develop the buying mood and (with 
Modern Design) help to move merchandise.”’ 
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MILLIONS 


OF SHIPPING CASES ARE AUTOMATICALLY 


GLUED AND SEALED EVERY WEEK 
THE PACKOMATIC WAY 


Other Packomatic 
Machines 


Carton Forming Machines 
Carton Sealing Machines 
Automatic Net Weight Scales 
Automatic Gross Weight Scales 
Automatic Volumetric Fillers 
Semi-Automatic Net Weighers 
Semi-Automatic Gross Weighers 
Can Labeling Machines 
Coupon Inserting Machines 
Boxing Machines 

Special Machinery, Dies, Etc. 


Whether you pack in corrugated or fibre 
shipping cases, large or small production, 
you will need automatic sealing equipment, 
to meet 1937 competition. 


Long life and high dependable production 
is built into every Packomatic Machine. 
This may mean the difference between profit 
and loss to your plant. 


Let a Packomatic engineer show you a new 
1937 economy. More than 2000 manu- 
facturers are operating more efficiently under 
Packomatic methods. 





Paper shipping containers filled with cans or other type aegis are automatically sealed 


with this Packomatic machine. Both top and bottom flaps are sea 


ed simultaneously, if desired, 


and machine is rapidly adjustable for a wide range of sizes. Furnished for any reasonable speed. 


WRITE—WIRE—OR PHONE 
FOR A PACKOMATIC ENGINEER 
ANYTIME—ANYPLACE—NO OBLIGATION 


& PACKOMATIG 


PACKAGING MACHINERY 


J. L. FERGUSON COMPANY, JOLIET, ILLINOIS 


CHICAGO NEW YORK 
SAN FRANCISCO SEATTLE 
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—BRANCH OFFICES— 
CLEVELAND ST. LOUIS LOS ANGELES 
DENVER 


NEW ORLEANS SAN ANTONIO 
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THE KIND OF PACKAGE THEY LIKE TO TOUCH...AND DO 


Have you ever considered the importance of a sleek, satiny, surface finish on your packages— 
a finish that speaks quality, and never seems shabby in comparison with competitors? © A per- 


manent satiny finish is only one of the advantages of Durez packages. This versatile material 





can create a package exactly as you would like it—smart, distinctive, colorful, durable...a real 


sales asset. Almost unlimited design possibilities. 
¢ For further information, write General Plastics, DtFREZ 
1212 Walck Road, North Tonawanda, New York. | 
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